









BOOT AND SHOE 
bial ‘Week 3. RECORDER 


You Will Fin d with which is combined The Shoe Retailer 
: Division of United Business Publishers, Inc. 
in “The Recorder” 


Copyright 1932 by the Boot and Shoe Recorder Publishing Co. 





VOL. 101 




























80 Per Cent on 15 Styles 


In this issue, the story of a merchant 
who does 80 per cent of his business on 
fifteen styles, built on six lasts—in the 
midst of the toughest competition— 
thirty stores within a radius of three 
blocks. 
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All Styles 


4.50 





. Full 


- All styles carried in 


Information 


. All styles retail at $3.50. 
. All styles wholesale at $2.35 less 


5% discount, no extras. 
grain genuine calfskin 
uppers. 


- Top grade oak bend, backbone 


outer soles. 


- Genuine leather quarter lining 


with seamless heel. 


Twenty-four hours’ shipping 


service. 


- Wide range sizes and widths, A 


to E, 5 to 12. 


- All styles made over combina- 


tion lasts. 


- Only top grade insoles are used. 





RICHLAND SHOE CO. 


NASHVILLE, TENNESSEE 


cA nnouncing 


| FORTUNE SHOES... 


4 





stock. | 


The new line of Fortune Shoes which is being 
manufactured by this Company is meeting 
with unusual success. 


Dealers are mailing fill-in orders weekly in- 
dicating immediate public acceptance and 
immediate profit for the dealer. 


Fortune Shoes are here to stay. We are look- 
ing five years ahead on this line, now. That 
is why we are putting in such good materials 
and honest workmanship. 


That is why the dealer who takes on the 
Fortune Frarchise today will have the pleas- 
ure of seeing his Fortune business increase 
month after month, and year after year, to 


his increasing profit. 


Write for Full Information 


Fortune Shoes have been on the market only 
ten weeks, yet many cities and towns are 
already closed on the Fortune Proposition. 
If a Fortune Franchise dealer has not been 
appointed in your locality, the coupon below 
will bring you full information by return 

mail. Some outstanding merchant in ae 
your locality will get the Fortune Pais 
Franchise. Will it be you? cade 
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RICHLAND 
SHOE CO.. 


Nashville, Tenn. 


Gentlemen: 


“ Please send full informa- 
_” tion on Fortune Shoes. 
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THE VOICE of the TRADE 


Niitton S..Florsheim, 
chairman of the board of the 
Florsheim Shoe Company, Chi- 
cago, is of the opinion that: “The 
only corrective measure that would 
quickly help bring us out of the 
present economic condition would 
be a 40-hour work week, i.e., that 
no one employed in any gainful 
pursuit except agriculture should 
be allowed to work over 40 hours 
in any one week—this to be for a 
temporary period—say, for about 
three years. 


MISTER ~ THATS A 
SWELL IDEA / 








“This would quickly take up the 
slack of unemployment and in the 
course of months would create a 
scarcity of labor which would 
bring about an advance in the 
hourly pay so that in a short time 
the workers would be working less 
hours but would obtain very near- 
ly the same wages they are now 
getting. Prices might advance a 
little, but this would be more than 
offset by the compensating benefit 
of creating employment for so 
many of our people who need 


work.” 
* * * 


Paris cables to 


Alma Archer from Patou say: “As 
usual our shoes will be sober col- 
ors, many tans of severest lines. 
Everything possible is being elim- 
inated from = trimming.” From 
Schiapareli—“We favor navy 
blue, black and gray for Fall foot- 
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wear matching costumes.” From 
Greco—“We send greetings to our 
American colleagues. We are con- 
tinuing the use of reptile skin for 
street and day wear, with dull 
crepes and brocades for evening 


wear.” 
x Ok Ok 


D.. E. O. Ware, 


a Philadelphia orthopedist, is 
closely identified with one of Phil- 
adelphia’s successful shoe repair- 
ing stores. He finds the repair shop 
his best laboratory for he reads 
the story of feet and foot troubles 
in the condition of the worn shoes. 
In 1931 this shoe repair shop had 
more than 1000 alterations to make 
in new shoes needing cutting, re- 
binding and alterations to improve 
their comfort and service. 

Most of these errors are due to 
the lack of knowledge of foot 
anatomy on the part of retail sales 






I’M WARNING 
You 


bax 






— 





people. The doctor says: “It is 
impossible for the sales person to 
fit a corrective shoe properly un- 
less he is familiar with the anatomy 
of the foot and is informed of the 
objectives of the particular type of 
arch trade name shoe that the stofe 
carries. The important thing is to 
get the right type of shoe to give 
comfort to the customer who has 
an ailment or an error in posture.” 

Unless better fitting develops, 
the doctor believes that state legis~ 
latures will soon provide state 
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board examinations for all those 
engaged in the fitting of footwear. 


* * * 


W ittred R. Shrigley, 
vice-president of L. B. Evans 
Sons Co., Wakefield, Mass., tells 
us of a carload shipment of men’s 
house slippers forwarded to one 
account. The car contained 10,800 
pairs of hand-turned full leather- 
lined opera pattern slippers. The 
unusual feature of this shipment 


XMAS [vera] EASTER] |"ATMERS 





was the fact that it disproves the 
traditional opinion that men’s 
house slippers are primarily a 
Christmas gift article—for these 
slippers were shipped to an organi- 
zation featuring slippers the year 
round and continuously success- 
fully merchandising them. This 
one account increased their sales in 
1931 something over 37 per cent 
by having sizes on hand and ex- 
hibiting them twelve months a 


year. 
x *k x 


Andrew Goodman 
of Bergdorf-Goodman prophesies : 
“The general feature of 1932 
Fall clothes will combine unity and 
completeness of design—with 
much more attention being paid to 
good drape and silhouette rather 
than any individual details of 
sleeve or neck. 
“Accessories should be selected 
with a point of view of creating 








the most favorable accent to the 
costume. For example, a_ beige 
suit would look much better with 
brown shoes and brown bag than 
it would with beige accessories. On 
the other hand, evening shoes 
should be inconspicuous and gen- 
erally blend with the color of the 
dress. 

“It will be a season of combina- 
tion of textures. Texture contrasts 
for accessories will continue. Col- 
ors will lend themselves to combi- 
nation and harmonization in de- 
veloping the costume unity, but will 
not necessarily be interpreted as 
contrasting. Developments in tone- 
and-tone will be good.” 


*x* * 


NOW,— SWIPE J 


MY RUBBER / S~ Ss = 


Aberdeen, Scotland, 
claims to be the birthplace of the 
rubber heel. We challenge the 
Scotch. More evidence is needed 
than a simple claim. Here’s 
America’s authenticated proof : 

Humphrey O'Sullivan of Low- 
ell, Mass., a printer by trade, in- 
vented and made famous the rub- 
ber heel. His feet became weary, 
as he stood all day long before his 
case setting type, and he put his 
head to work to see what might be 
done to save his feet. He hit 
upon the idea of spreading a mat 
cf rubber before his case, and 
standing on that. It cushioned and 
comforted his feet. But the mat 
was not always in its proper posi- 
tion, for other printers copied Mr. 
O’Sullivan’s idea, and, for the 
practice of it, borrowed his mat. 
Sometimes they forgot to return it. 

So, the ingenious printer put his 
wits to work again. He decided 
that he would end mat borrowing 
by the simple device of attaching 
the mat to his shoes, or at least a 
portion thereof. He did so by cut- 
ting from the mat a lift, or top, 
for each heel of his shoes, and 
nailing on that lift. Other printers 
could not borrow his heel mats, 
thus securely fastened to his shoes. 
But they could and did, make like 
rubber heels for their own shoes, 





MIGOSH THAT MEANS - 


IN 200,790,000 C100 
TRILLION YEARS / 
THINK IT OVER 

—Sir James Jeans, famous British scientist, 
recently expounded his theory that the 
universe is like a stick standing on its 
point, and steadily falling over at a con- 
stantly increasing speed. 

—Thank goodness, here is something new 
for us poor mortals to worry about. Maybe 
it'll get our minds off some of the real 
and imaginary evils that threaten our 
peace of mind. 

—‘‘But,” continues Sir James, “the infini- 
tesimal amount of the fall would require 
an eternity of time.” 

—So this, like many of our other worries, 
goes to pot. Imagination is a wonderful 
thing at times. Without it we could 
never have created this wonderful, com- 
plicated, worrisome and far-from-perfect 
civilization of ours. 

—But imagination unrestrained and uncon- 
fined can also create fears, panics and all 
sorts of catastrophies. 

—Therefore when we get to worrying about 
some of our present-day problems, many 
of which are in process of being straight- 
ened out, let us reflect a minute on this 
immeasurable, falling universe of ours, 
and then we'll agree with Puck, when he 
said: “What fools these mortals be.” 


y MRP Se ck 


President. 








using Mr. O’Sullivan’s mat for 
their raw material. 

Mr. O'Sullivan realized if rub- 
ber heels were welcomed -by a 
small group, they would be equally 
welcome to a multitude. So he 
began the manufacture and sale of 
rubber heels. And knowing from 
experience the value of printer’s 
ink, he became a most liberal user 
thereof, and spread the name of 
O’Sullivan and his rubber heels 
most everywhere that shoes are 


worn. 
* * * 


Philip Bender, 


who is celebrating his fiftieth an- 
niversary in business, was the guest 
of the New York Shoe Council at 
the Valley Stream Country Club, 
Tuesday of this week. The Coun- 
cil numbers in its membership the 
leading shoe merchants of metro- 
politan New York. 

When John Slater presented the 
veteran merchant with a Tiffany 
combination pencil, knife and en- 


graved case, as a token of con- 
tinuing friendship, Mr. Bender said 
it was worth fifty years in busi- 
ness to be so remembered by his 


fellow men. 
* * * 


R. K. Barton of 


the Barton Manufacturing Com- 
pany, St. Louis—has charted the 
dressing to be used on women’s 
shoes so that each leather has its 
proper cleaner—even to the extent 
of gradation of shades from dark, 
to medium, to light, to extreme 
light. In other words, the proper 
cream means better care. The 
whole gamut of leathers and fab- 
rics are charted. As an extra 


1 USE BARTON'S 


DARLING — 
SHOE POLISH 


WHAT SECRET 
PERFUME DO 
YOu USE 2 j 





touch, the dressings are perfumed 
so that not a vestige of the wax or 
turpentine odor peculiar to shoe 
dressings remains on the shoes— 
instead are the delicate scents of 
rose, hyacinth, etc. 

Mr. Barton tells with much in- 
terest of a country shoe clerk down 
in Texas who makes it a point to 
stick a bottle of polish in his pocket 
so that when he has the customer 
about sold on a pair of shoes, he 
can then flash the bottle of polish 
as being exactly what she needs to 
keep the shoes looking nice. 

x Ok Ox 


Arthur Jacoby, 


shoe merchant of Berlin, Germany 
—is perhaps the most courageous 
advertiser of shoes the world over. 
His store booklets are so interest- 
ing that people treasure them for 
their beauty of illustration and 
expression. 

Can you imagine a_ practical 
American catalog breaking into 
verse like the following? 


Wie modgen Deine lieben Fiisse sein, 

Ich traume sie mir zart wie das Gefieder 

Von kleinen Voégeln und so blass wie 
Flieder, 

Der Dolden tragt im kiihlen Monden- 


schein— 
es eee 


Arthur E. Ebbs 
of the Swope Shoe Company, St. 
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Louis—after a thorough study of 
the Joint Styles Conference report 
for Fall, makes this comment: 

“Under the heading of evening 
slippers, I note—‘No. 1—Sandals 
(a tendency away from the ex- 
treme cut-out effect)’ I have been 
thinking about that classification. 
I am not quite sure whether the 
conference means that open shanks 
are going to be closed up a little 
closer or that vamps are to be less 
cut out. 

“Personally I would like to see 
both of these things happen.” 
* * x 


The term “Don’t Dress” 


seems to be an idiotic run-around 
terminology and it should be elim- 
inated from all retail advertising 
and publicity. The Styles Report 
says: 





has 


‘Don’t Dress’ 
been chosen for this new classifica- 
tion because it is being accepted by 


“The term 


smart women as applying to 
dresses and costumes worn with a 
hat during the later afternoon and 
evening—of a character that means 
the semi-formal dress as distinct 
from the formal evening wear. 
The committee recom:nends that 
this new development in dress 
should be recognized by a suitable 
classification.” 

Recognize it, yes, but mention it 
never! The idea back of-it is a 
change of dress to a semi-formal 
type of apparel in footwear instead 
of the elaborate colorful extreme 
evening attire in footwear. 

Neither does the term “Don’t 
Dress” mean what it says! 

Why any apparel man would se- 
lect such a term is beyond compre- 
hension. The functions of the mer- 
chant is to encourage people to buy 
new things for the joy of wearing 
them and this term is most unfor- 
tunate because it might also imply 
—“Don’t Buy.” 

ae Ss 


B. F. Goodrich Co. 


issue a “Wonder Book of Rubber” 
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portraying the romance of the rub- 
ber industry and the part played in 
its development by the B. F. Good- 
rich Company—manufacturers of 
more than 32,000 articles of rub- 
ber. Copy can be obtained by writ- 
ing to the Public Relations Depart- 
ment, B. F. Goodrich Company, 
Akron, Ohio. 


* * * 


My. Charles T. Cahill 
of the Boston office of the United 
Shoe Machinery Corporation will 
preside over the annual gathering 
and dinner of the U. S. M. C. 
Quarter Century Club at the U. S. 
M. C. Country Clubhouse in Bev- 
erly, June 11. Veterans, or mem- 
bers of 25 years’ service and more, 
are coming from far and wide to 


attend. 
* * x 


I, the Boston 


industrial area, boots and shoes 
eriploy the largest number of wage 
earners—36,143 ; and by that same 
taken pay the highest wages—$42,- 
668,287. This industrial area in 
the State of Massachusetts covers 
the counties of Essex, Middlesex, 
Norfolk and Suffolk. The value 
of shoes produced totals—$151,- 
854,957. 


* * x 


( cappntiibitions to 
Dr. Joseph Lelyveld, president of 


the National Association of Chi- 
ropodists. As sponsor of the orig- 
inal Foot Health Week he has car- 
ried his crusade into every city and 
town in America through the un- 
selfish cooperation of members of 
his association. 

The recent Foot Health Week 
was perhaps the most successful 
of them all. The records may not 
show as many sales at retail but a 
decided increase in public interest 
in the subject of foot health was 
evidenced. The shoe stores have 
established in the public’s mind for 
months to come the fact that ser- 
vice stations were to be found in 
every city and town to which trou- 
bled feet can turn. 

May the week continue to grow 
as an outward expression of the in- 
terest of shoe men and chiropodists 
in the service of foot health. 


* * * 


Fred F. Field, 
head of Field & Flint Shoe Com- 
pany, follows Henry Ford in urg- 
ing employees to raise potatoes and 
vegetables. Mr. Field has turned 
over a large tract of land on his 
Dutchland farm and immediate ac- 
ceptance was made by more than 
one hundred employees out of ap- 
proximately 350 workers at the 
factory. Mr. Field, who is presi- 
dent of the Brockton fair, said he 
would plow and fertilize the land 
and provide seed. 
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“.. . and always remember, children, that you come from a fine old family. Why, your 
uncle alone was responsible for aia ye pairs of shoes—and not a squeak in the 
jot of them.” 
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Looking Ahead into the Fall 


By ANDREW GOODMAN OF BERGDORF-GOODMAN 


Rough fabrics will continue to be very good. 
All sorts of pebbly and crinkly weaves, both in cloth and silk. Also, a lot of 
silk and wool mixtures, which have the feel and effect of wool. There should 
be a demand for printed faille and flamingo in small, neat geometrical patterns. 
Velvets, of course, will be important, because black velvet is the most becoming 
thing any woman can wear. A woman should have at least one velvet after- 
noon and evening dress in her wardrobe. Velvet will be good, in many in- 
stances, for the evening shoe, but never for day wear. 

People are getting away from flat crepes and canton crepes, as they are avail- 
able in cheap, ordinary clothes. They are looking for novelty fabrics and new 
weaves. “Bagherra,” the new velvet fabric, has been perfected, and I believe 
will be important both for day and evening gowns. It has more of a pebbly 
weave and not the shiny depth of the old-fashioned velvet. 

Wool will be good for day wear, but for evening I think it is terrible. For 
dressy garments, duvetyn and broadcloth types, and for morning wear, sub- 
dued diagonals, stripe effects and pebbly mixtures will receive greatest demand. 

Lace will be good for one very good reason. It is practical to pack. The 
lace will be in larger patterns and more handsome and with heavier threads. 

Satin will be good for evening, but it will be the new artificial satins which 
are replacing the old pure-dye satin in quality clothes. These satins have a 
beautiful luster and can be obtained in marvelous colors. 

Necklines will vary. High, cowl and 
V for day, and the regular Chanel deep 
U front and back will be good for even- 
ing, as well as V cowl, and draped scarf 

"effects. 

Colors for sports wear will be mostly 
mixtures of browns, beige, orange, 
yellow, henna, green, black and white. 
For day wear, black will be very good 

brown should be very strong, 
and also red, green, beige, henna, wine 
and certain shades of bluish purple. 
For evening, black and white, bright 
emerald, sapphire blue, as well as pale 


The costumes and shoes 
shown on this page were 
among the twelve dis- 
played by Alma Archer at 
the Joint Styles Confer- 
ence. Both costumes and 
shoes were supplied by 
Bergdorf-Goodman, New 
York, and were presented 
on the living models to 
give the assembled gather- 
ing a visual picture of the 
Fall, 1932, mode 


A high fashion shoe of 
gray lizard in sabot type, 
for spectator sports wear, 
worn with a gray kid 
coat and one-piece 
orange wool dress. 


This pump of green suede 
and green patent was the 
perfect complement of a 
green dress worn under a 


Black for street wear is 
of first importance for 
Fall, 1932. This coat of 
Chanel design is set off 
with a three eyelet ox- 
ford of calf and felt 


mink coat. 
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Season 


The formal evening costume 

for Fall, of pink Flamisol 

with blue fox, with which 

were worn sandals of pink 

suede and silver kid. Metal 

kid, alone or in combination, 
is staging a comeback 


eggshell, flesh, pink, blue and green. Black and white for evening 
will again be very much in demand . . .  nof only all white and 
all black, but the combination of black and white should be good. 
The darker shades for evening I do not think much of, as they are 
not particularly becoming, and certainly do not stand out in a crowded 
ballroom or reception room after dinner parties. However, in velvet 
the darker shades will be good, such as royal blue, dark emerald 
green, purple and wine. Clear colors will naturally be the biggest 


selling items. 


No particular period will be emphasized 
for Fall. The different designers will delve into their fashion li- 
brary and adapt certain features of many periods, but the main fea- 
ture of the silhouette should be newness and chic and present-day 
adaptability, rather than any particular copies of certain periods. 


Shoes to fit this season’s clothes fashions, should be of simpler 
types. Suede will be a leading factor. Lizard will be good in all- 
over shoes in quality shops, and also as trimmings. Felt has a 
very definite place in the style picture. Perforations will be less 
used. Stitching will continue as simulated trims on dressy types 
of street shoes. Contrasting pipings are in good taste, but I do 


not favor underlays. 
[TURN TO PAGE 54, PLEASE| 


This pump of black suede 
and patent combination is 
for formal town wear, par- 


ticularly with the new black 
sleek furs For town and country 


wear —a_ four-piece 
semi-sports costume 
of brown and check 
tweed—complement- 
ed by brown Rus- 
sia calf pumps with 
solid leather heels 
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Find Out What 
And Want 


By W. J. WILKIN 


I; there is a silver lining 
in this cloud of depression, it appears in the form of 
a cruelly matter-of-fact object lesson to retail mer- 
chants. Pet prejudices that were always good for 
profound theoretical orations in boom times, explode 
in this rarified atmosphere. Sacred cows are being 
slaughtered to pay landlords and salaries. Good-time 
Charlies aren’t doing so well, now that the going is 
rough. Only facts that will float on their own bot- 
toms will survive for our business text-books of the 
future, but posterity will thank us for a “noble ex- 
periment.” 

If it weren’t for the harsh, unrelenting discipline 
of our omnipotent task-masters, we could rejoice in 
the opportunity of writing the most interesting page 
in modern industrial history. As it is, the strain is 
somewhat severe on our sensitive, luxury-softened 
nerves. 

Even so, it is interesting to observe that the more 


Customers Think 


> THEN plan a program of sound, aggressive 
and progressive promotion, based on a true 
perception of the trend of the times in style, 


price and service. That’s the prescription 


offered by Mr. Wilkin, who is the advertising 
director for Sommer & Kaufmann, San Fran- 
cisco. In this interesting interview he tells 
S. L. Brevit, Recorder correspondent, how his 
firm is meeting the requirements of the pres- 
ent situation without resorting to demoralizing 
“price chiseling” or destructive methods of 
competition. That is a genuine achievement. 


VW. oe 


precocious students have already profited by their re- 
cent experiences and are prepared to face the final 
(and perhaps most trying) depression period, on a 
sound matter-of-fact basis, with revised and proved 
selling policies, and with intelligent, consistent’ qual- 
ity and mark-up programs. They will be our great 
institutions of the future. 

Perhaps the most common trap to which merchants 
have been lured, and this is quite as true in the case 
of shoe merchants as others, is price “chiseling.”” This 
is readily understandable when we remember that dur- 
ing good times, if business became a little dull, a sale 
or so-called “promotion” would invariably “pep” 
things up. Quality was not hard to sell, but “price” 
always loomed in the background of the merchant’s 
mind as the great, unfailing god who always came 
through when a few sacrifices were offered up to him. 
His appetite was not too great, and he always left 
a comfortable profit at the end of the year. 

Many a Jason has been lured by his siren call dur- 
ing these obscure days, only to dash helplessly against 
the rocks of retaliating competitors and red ink. Ina 
panic over this unexpected turn of affairs, some mer- 
chants attempted to save themselves by slight mis- 
representations of their values, then by much broader 
misrepresentations. Almost immediately the situation 
was out-of-hand. The newspapers became compen- 
diums of ludicrous price comparisons, indulged in 
even by merchants of heretofore excellent reputation 
and spotless character. The public, to whom all these 
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USY main floor women’s shoe 

department of Sommer & Kauf- 
mann, San Francisco, is illustrated 
in the photograph at the right. On 
the opposite page is the recently 
remodeled “Deb Shop.” Early in 
1930 this firm opened an impres- 
sive, modern five-story retail estab- 
lishment on Market Street. Launch- 
ing such an undertaking simultane- 
ously with the beginning of a pe- 
riod of prolonged deflation was an 
enterprise that called for courage, 
resourcefulness and a boldly ag- 
gressive merchandising policy. How 
the project was conceived and exe- 
cuted is set forth in an absorbingly 
interesting fashion in this inter- 
view with the man who planned and 
skillfully directed the promotion. 


J. WILKIN, well 


W known advertis- 


ing director for Som- 
mer & Kaufmann, was 
born in England. He 
likes white hats and 
fast automobiles, gives 
talks to high school 
classes about business; 
writes of men’s fash- 
ions under the pseudo- 
nym “High Hat,” and 
believes the foundation 
of future fortunes will 
be laid during this 
business depression. 


salaams were made, quickly became suspicious, then 
entirely lost faith in all price advertising. This, 
broadly, is the condition existing at the moment. It 
places those merchants who have steered their course 
on a price appeal basis at practically a stalemate, while 
it has given those few trail blazers who struck out on 
lone paths the spotlight of public interest and public 
confidence. 

I do not wish to convey the impression that to sit 
back, smugly and complacently blind to competition 
and the demands of the times, waiting for the storm 
to blow by, is the proper procedure. Quite the con- 
trary. This type of merchant is the least secure of 
all. ; 

Aggressiveness, progressiveness, and, most of all, 
an accurate understanding of the trend of the times, 
a keen appreciation of what the public is thinking and 
wanting, and what it is actually able to buy, are the 
qualifications necessary for these times. 

Sommer & Kaufmann’s experience in San Fran- 
cisco has brought to light many interesting facts, 
which may be worth reviewing. 
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This firm operates two large stores, centrally lo- 
cated in San Francisco’s two downtown shopping dis- 
tricts. The Grant Avenue store caters to the highest 
price tastes, which in by-gone days was known as the 
“carriage trade.” This store has women’s, children’s 
and men’s departments. 

On Market Street, an impressive, modern five- 
story establishment was opened early in 1930. This 
store has three women’s departments, as well as a 
Thrift Shop, a Men’s Shop, Children’s Shop, Co-eds’ 
Shop and a department of Children’s Novelty Wear- 
ing Apparel. 


Starting an entirely new 
program of merchandising, on a tremendously en- 
larged scale, in the van of the depression, was the 
not-too-enviable position which this firm occupied in 
April, 1930. True, it had built itself solidly and 
sincerely into the confidence of San Franciscans for 
ciose to forty years, but even during boom times such 
an expansion would not have been without hazard. 

Every executive in the firm, from its president, 
Max Sommer, down, knew he was expected to be 
something of a “miracle man” to put his job over, 
and this made for excellent morale. Through its in- 
creased size, this firm was everybody’s competitor, 
department stores and specialty shops alike, and al- 
ready department store merchandising was working 
toward lower price offers. 

A thoroughly publicized “opening” brought over 
50,000 people to the new store during the first week, 
which was considered highly satisfactory. Neverthe- 
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WHAT THE SHOE STORE 


John Mahn Gets a New Slant on the Ways of the Banker 


Tenth and Final Chapter in the Composite Shoe Store’s Story 


John Mahn has always considered 
himself a shoe merchant. He never went in for high 
finance in a big way, even in the halcyon days of ’28 
and ’29. Not that he wasn’t tempted to take a flyer 
or two to corral in some of that easy money that all 


his friends boasted of having made in the stock 


market, then sizzling along so merrily. Fact was, he 
always found it a problem to discount bills and to 
meet the rent and payroll regularly. There wasn’t 
much of any margin left for speculation. 

Like everybody else, John Mahn has lost money in 
the deflation of the past three years. But he takes 
a little pride in the fact that he lost it right at home 
in the shoe business, and mainly through the depre- 
ciation of inventories in the Composite Shoe Store. 
At least he has the satisfaction of having left very 
little with the Wall Street boys. 


No, Mahn never made much of any pretense of be- 
ing a financier in the old days. But he has learned 
considerable about finance as the result of recent ex- 
perience. He has also learned something concerning 
the psychology of the banker. He has a pretty clear 
notion now of something a lot of other merchants also 
know from bitter experience, namely, that the banker 
is fairly willing, as a rule, to advance you money 
when you don’t particularly need it, but rather more 
reluctant about coming through when you find your- 
self in a jam. At least, that’s the way it appears to 
work out right now. For, as John’s banker whimsi- 
cally observed the last time they talked things over. 
these are times in which the merchant whose business 
is in good shape doesn’t want to borrow money and 
he whose business is in bad shape can’t borrow it. 

What the banker meant by this, of course, was that 
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shrewd, far-sighted merchants who have succeeded in 
putting their houses in order have a very keen realiza- 
tion of the importance and desirability of keeping 
their businesses in a liquid condition and keeping 
their indebtedness: at a minimum. In the boom days 
the idea of debt didn’t worry people especially. To- 
day, those who have experienced the effects of it in 
an era of deflation have a mortal terror of it. They 
don’t want to borrow money unless it is absolutely 
necessary and when it is necessary they want to bor- 
row no more than they absolutely must have. 

So when it’s all shaken down, the viewpoint of 
the sound merchant, if he is doing business in a 
normal community, where banks are functioning in 
what can be considered, for these times, a normal 
way, doesn’t differ so greatly from that of the banker. 
The banker is operating a business, like the shoe mer- 


Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, May 21, 1932 


>» “STAND ON YOUR OWN FEET IN 1932” was the 
RECORDER’S admonition to shoe merchants at the 
beginning of this year. In concluding the story of 
John Mahn, typical shoe merchant, we reiterate the 
same advice. @ Through ten installments we have 
traced the successive steps by which an average mer- 
chant, operating an average family shoe store, has 
attempted to readjust his business and his merchan- 
dising to meet the altered conditions of today. Com- 
petition, reduction of stock, sales promotion, buying, 
merchandise control and the particular problems of the 
men’s, women’s and children’s departments have been 
taken up and analyzed in turn. @ The series of articles, 
based on the actual studies of the RECORDER’S Editor 
and Field Editor in the retail field, now comes to a 
conclusion with some observations on the problems of 
financing a retail shoe store. @ Through patient study 
and a courageous resolve to face the realities of retail- 
ing as they exist today, John Mahn has arrived at the 
point where he begins to see the light and visualize 
the possibilities of a new age. We hope his story may 
help other merchants to do likewise. 


chant, but with this difference. He is operating, 
for the most part, with other people’s money and 
with money entrusted to him, not with any sort of 
speculative intention, but with the definite obligation 
on his part of repayment on demand. Banks borrow 
their money, actually, from depositors and they must 
be prepared to repay, not in thirty or sixty days, but 
whenever the depositors ask to be repaid. Under 
the conditions of the past two years, and particularly 
under the conditions that have prevailed since last 
October, the probability that a considerable number 
of depositors might demand repayment at any given 
moment on short notice has been very much greater 
than it would be in normal times. And so banks, like 
business men, have to keep themselves liquid. 


That chief objective, liquidity, is 
the Number 1 thing in financing any sort of business 
today. Unfortunately, of course, many businesses, 
even big businesses, are finding it impossible to get 
themselves into liquid condition because of frozen 
assets they are carrying. Well, John Mahn has some 
frozen assets, too. A year ago he had a good many 
assets in the shape of merchandise on his shelves 
that he has since then succeeded in liquidating at a 
price that was painful in the extreme. He still has 
some of those shoes, bought at prices far above those 
prevailing today, which he is trying in every way 
possible to dispose of at any price he can get for 
them. If he succeeds in accomplishing this, he will, 
as outlined in previous chapters, adjust his future 
purchases very rigidly to what he knows he can sell. 
In this way he will try to keep his stocks down and 
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Maintain Quality Standards in 


Sound Selling, with the Consumer's Interest in View, Must Replace 
Hysterical Promotion to Conserve Customer Confidence 


The after-war period witnessed 
the development of a period of intensive price com- 
petition in advertising and selling which has rapidly 
progressed to a point where the producer and dis- 
tributor apparently regard the consumer as a little 
insane. In this intensive competition, which our best 
business minds have long held to be the very breath 
of business, accelerated respiration threatens now to 
choke both good taste and values out of fashion mer- 
chandise. The almost unrestricted emphasis on price 
in style merchandise is rapidly lowering public taste. 
It threatens to destroy the normal market for products 
which have a style value based on superior quality and 
reliable service. 


As quality has depreciated, the voice of promo- 
tion has risen until today the magic of persuasive 
argument is used to overcome the lack of reality in 
values. This competition is destructive to all of the 
elements concerned—the manufacturer, the re- 
tailer, and, last but not least, the ultimate con- 
sumer. It places a premium on the imitator and the 
copyist; on inferiority of product in design, execu- 
tion and raw materials. Far from betraying the 
embarrassment of a thief in stealing the origina- 
tions of others, the copyist today boasts of it pub- 
licly. It is just as damnable to steal the results 
of the ingenuity and ability of an originator as it 
is to steal his physical property. 


There was a time not so long ago when the selec- 
tion of a costume was something of a ceremony which 
was gone through deliberately and with a fine sense 
of the result desired. Certain basic ingredients were 
essential. There was the essence of the costume—the 
materials of which it was composed; its color, and 
what it did for the wearer; its tailoring or its manu- 
facture, which gave it grace and line. When the se- 
lection was completed, the composition was donned 
with that supremely pleasant sense of deficiencies 
overcome, or of beauty heightened. And this satisfac- 
tion lasted. The innate values of the clothes—the 
wear they gave, and their eminently satisfactory ap- 
pearance during the wearing was a constant stimulus. 
The cost—and it is surprising how little difference 
there is between the really distinctive thing and the 
less than commonplace, was forgotten. The boast 
was not the financial shrewdness which enabled the 
wearer to get an indifferent imitation of a really fine 
dress, or hat, or coat, or shoes—but rather how beau- 
tiful the texture and the color; how wonderfully well 


it always looked and what a pleasure it was to wear it. 

Today the primary consideration of all but a few 
hardy, but discouraged creators of fashion merchan- 
dise is price! Not values—for that is different—but 
price! For how small a sum can a really beautiful 
and serviceable thing created with loving care by an 
artist, be imitated? Is the material in the original 
beautiful and serviceable? Then find or make an 
imitation that has a similar surface appearance. And 
behold! There is produced the coat, or suit, or dress 
or shoes, which an artist created, and which now be- 
comes that strange biped—an article built to a price, 
but sold in the holy name of style and beauty. It 
won’t wear well; everybody concerned in the trans- 
action admits that freely ; but the gospel of style today 
seems to be that women don’t want things to wear 
well. They want lots of clothes to wear a few times 
and then cast off for new ones which will give them 
a change of scene—for this is the age of unrest, of 
change, of movement. 

And the answer to that is “Yeah?” Women have 
lost their innate good taste, and their desire to be 
really well dressed. Life is just a cherry orchard of 
change, with most of the cherries green. They like 
cheap, ill-fitting clothes that are a travesty of what 
Fashion intended them to be, because when they get 
tired of one costume which never did fit them, and 
which they never did like anyhow, they can go out 
and get a new one. 


E might be some logic 
in this if the women of the country were engaged 
in a musical comedy, playing short, fast scenes full 
of merriment, each of which required a different set- 


ting and a different costume. Unfortunately, they 
are practically all engaged in a somewhat strenuous 
drama, with certain difficult economic aspects at this 
time, called Life. The sense of values which may 
have been somewhat distorted during the halcyon 
days that took a nose dive some two years ago, have 
become firmly balanced. No one wants a cheap thing ; 
that is the height of extravagance for it means that 
value, in terms of appearance, service and fitness has 
been squeezed out to achieve a triumph in decimals. 
There is something slightly ridiculous in the manner 
in which style merchandise is sold today. We call on 
strange gods and strange names to lure the customer. 
If we are selling a coat, which after all is made to 
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Style Footwear 


An Address at the Styles Conference 


By F. EUGENE ACKERMAN 


wear, we sell it in some holy name of a French cou- 
turiere, or because it has a “question-mark” collar, or 
a “lei-wreath” collar. If it is a dress we are selling, 
instead of selling it as an essential part of a ward- 
robe, we emphasize the fact that it is “practically 
irresistible” because it has a “brass button” on the 
left shoulder, and this brass button has such magic 
qualities that the Rue de la Paix swooned over it. Or 
the dress may have two plaits down the left hip. This 
then, requires absolutely that every woman in the 
United States wear this dress with the brass button, 
or the two plaits, at $9.98 or $6.75, in order to per- 
petuate the grace and the glory of some couturiere. 


[ believe that advertising 
for shoes is as free of this exorbitant hooey as any 
other article of merchandise. I have, however, been 
very interested to read that certain shoes, which are 
offered at, let us say, $4.95 or $5.00, are models by 
Hellstern or Perugia, or whatever their names are. 
Because of this they must be purchased immediately 
in order that fashion’s latest word may be properly ex- 
pressed. I am, by no means an expert in shoes, but 
it has always seemed to me that they are an important 
part of a costume, and that their principal function is 
to disguise their utilitarian purpose in as graceful 
lines as possible. : 

It so happens that at one time or another, I have 
had an opportunity to view various kinds of foreign 
shoes on their native heath, and unless the foreign 
public has declared a stern boycott against the grace, 
beauty and ingenuity of their better deities of the 
. shoe industry, then something is the matter with my 
eyes. American men and women are the best shod 
in the world, in American designed and made shoes, 
and it is simply cock-eyed nonsense to feel that their 
actual beauty and value must be attributed to a foreign 
source in order to make American wearers really ap- 
preciate them. 

American men and women are the best dressed in 
the world. It is true that they are utterly bewildered 
today by the avalanche of conflicting bedtime stories 
that are being told them about merchandise. It would 
seem that the flagrant circus methods of patent medi- 
cine advertising had been refined and perfumed for 
the purpose of persuading the public to buy articles 
of indifferent merit. As the merit decreases the 
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F. EUGENE ACKERMAN 


Alternate Chairman, 
National Quality Maintenance League 


FTER working on newspapers in the Middle 
West, Mr. Ackerman joined the staff of the 

New York Herald as general and political reporter in 
New York and Washington. ' He served as Naval 
Lieutenant in the World War, first as chief press 
censor in New York; later, as director of the Bureau 
of Latin-American Affairs, and was attached to the 
Committee on Public Information in Charge of 
general propaganda activities in South American 
countries. He was founder of the magazine 
“Poland” and was decorated for this by the govern- 
ment of Poland with the order of “Polonia Restituta.” 
He was also editor of “Export American Industries.” 
Mr. Ackerman joined Julius Forstmann Corporation 
of New York in 1924. He was elected vice-presi- 
dent of this well known woolen company in 1928. 
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The Price of Restoring Confidence 


Ths is the season for legislative 
““cure-alls” presented in the hope that business can be 
stabilized by Act of Congress. As a sample, we have 
the Goldsborough Bill—‘for restoring and maintain- 
ing the purchasing power of the dollar.” The chief 
difficulty of the bill is that it makes it mandatory to 
restore a particular price level—that which prevailed 
from 1921 to 1929. If it were possible to do such a 
Herculean job by law, we would have the power to 
legislate prosperity; but alas and alack, the bill re- 
flects a naive faith in the power of legislation to fix 
prices when men and nature are in impossible com- 
plexes. : 

But some progress is being made through intelli- 
gent legislation, combined with good business bal- 
ance. The Federal Reserve system is wisely assisting 
the banks—the chief repositories of capital—to 
achieve liquidity. This takes time and patience. The 
first need of the country is to put banks in the posi- 
tion of unquestioned security. When bankers’ fears 
subside, some measure of confidence will appear. 

Congress is doing its part to balance the budget. 
Slowly but surely we are making progress and now is 
no time to bring in the “prosperity band” and- to in- 
struct it to play “hurrah-boy” tunes in the sick-room. 
Serious business men are praying that no new devel- 
opments will upset reviving confidence. One of the 
greatest dangers is that capital will get another case 
of nerves because of legislative ineptitude. 

It is all very well to minimize the importance of 
balancing governmental budgets in a country of such 
evident wealth of natural resources and human ener- 
gies, but these are extraordinary times. Business 
men are beginning to judge governmental administra- 
tion in terms of the management of a private enter- 
prise. Business men expect their own businesses to 
balance budgets. Never in the history of America 
have we been so concerned with the cost and operation 
of the greatest business in the world—the government 
of the United States. 

Several concerns have been enclosing in their finan- 
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cial statements to stockholders a slip of paper read- 
ing in part: “A quicker return to prosperity is, in 
our judgment, being impeded by the staggering cost 


of government and governmental obligations, national 


and local. If you can help create an awakened and 
active public sentiment for decreased taxation and 
public spending, the beneficial effects of such action 
should be quickly apparent in the general advance 
toward prosperity.” 

Just as housecleaning goes on in individual busi- 
nesses, so is it expected in the bigger business of 
government. The thoroughness with which every 
item of cost in business is scrutinized is a healthy sign 
and it applies equally to governmental costs. 


Capital, in the form of credit, 
will not be coaxed out of hiding so long as public debt 


is piled on public debt. It will not re-enter the chan- 
nels of trade until all of its exaggerated fears are al- 
layed. If no other argument for public economy ex- 
isted, this one alone would suffice. The price of re- 
storing the confidence of capital must be paid. 

Credit is builded on confidence. No one will lend or 
invest unless reasonably sure of the return of his 
principal. Capital is notoriously timid and, at a time 
when fear lurks in every corner, will seek safety at 
the sacrifice of every other consideration. That is 
why cash in hand has been bringing a premium and 
pressure for liquidity has become self-perpetuating. 
That is why the safety of capital must be assured be- 
fore liquidation can be brought to a halt. 

The merchant is saying to himself: “That’s the 
job for the big man to do, but what can I do to help 
in the situation? I am running a little business, the 
burden of debt is almost intolerable ; the more I worry 
the less I seem to earn. Is there no help for me? 

When the merchant is of that state of mind, then he 
too is a serious force in correcting the situation. He 
needs to bring his business into a position of liquidity. 

[TURN TO PAGE 56, PLEASE] 
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Dhe FLORSHEIM Shoe 


Beautiful styles exquisitely made to give more than usual comfort and wear... rea- 


sonably priced and nationally advertised . .. that describes The Florsheim Shoe for 
Women...a line that covers the entire style range, for the young woman who wants 
smartness, and for the older woman who wants comfort. Immediate shipment on 


a large assortment of In Stock Styles. Inquiries from representative retailers solicited. 


THE FLORSHEIM SHOE COMPANY, Manufacturers, CHICAGO 


RETAIL PRICE $350, IC Feeture Arch Styles "IO 
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Sport Shoe Weather the Country Over 


Favors Collective Promotion by All Shoe Merchants 


gre whole country is rallying 
around National Sports Shoe Week—May 23 to 28. 
Just before the battle of business for the week just 
ahead, let us give credit to the collective action of 
many organizations throughout the country. 

The Washington Shoe Retailers Association en- 
lists 100 per cent in carrying the idea to the pub- 
lic—now is the time for every man, woman and 
child to get the tonic of a new pair of shoes in sport 
design to start the real Summer season ahead. 

Will A. Knight of Portland, Oregon, wires: “We 
surely are 100 per cent for National Sports Shoe 


Week and will do everything in our power to boost 
the proposition in this community.” 

He speaks, not only for Portland but for the Pa- 
cific Northwest Shoe Retailers Association, and secre- 
tary MacLean hopes to report to the 5th Annual Con- 
vention at the Olympic Hotel, Seattle, June 6, 7 and 8 
—that association of merchants in a promotion of 
shoes at one time to the public is possible, practical 
and profitable. 

S. J. Brouwer of Milwaukee reports that: “Col- 
lective action on the part of merchants for National 
Sports Shoe Week has had its enthusiastic start.” 
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“Displayed by 
THE SELBY SHOE CO. 


Tue Deretys — a distinctive center-buckle, one-strap of dark brown 


kid with trimming of the same material and straps and trims piped 


in silver Amalco — is cut low to the shank and has self-constructed 


cutouts — 19/8 full-breasted heel. This is one of the high fashion 


notes of the Tru-Poisz line for Spring and Summer and is a genuine 


Compo shoe, typical of the many successful shoes produced by Selby. 


* 


That extraordinary trimness which distinguishes newly- 
made Compo shoes persists as long as the shoe is worn. 
The premature shabbiness of exposed thread and channel 
is, of course, entirely impossible. No wonder that a 


large New York department store advertises its Compo 


* * 


Skepticism is fast fading, as Compo cemented shoes are 
making good where less careful research, less intelligent 
experimentation has failed. Compo has proved itselt 
for nearly a hundred leading manufacturers, thousands 


of shoe merchants and a few million smartly shod women. 


shoes are ‘’. . . the greatest step forward The list of Compo manufacturers is a 
made by the shoe industry in 130 years.” O MP notable one. May we send it to you? 
REG. US PAT, OFF 


COMPO SHOE MACHINERY CORPORATION :: New York - Boston - St. Louis 
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The largest newspaper in Milwaukee plans to coop- 
erate most effectively. 

“We are preparing window displays and advertising 
and tonight we have a meeting of .our department 
heads at which we will try to make a program for our 
stores,” says Mr. Brouwer. His advertising man, 
A. G. Heinmiller, is preparing posters (similar to the 
Sports Shoe Week page in color in the RecorpEr of 
April 30) for distribution through the city. 

Our final suggestions are to inform every shoe store 
salesman that it is his or her responsibility to show to 
every customer a pair of new sport shoes. The cus- 
tomer may be in the market for regular type shoes 
but the thing to do is to “give the customer a chance 
to see the new sport shoes.” We have taken a few 
concrete examples of what the clerk can do in pro- 
moting sport shoe interest. We have highlighted 
some of the arguments every clerk can use in promo- 
tion of sport shoes. Here they are: 

In every sales talk there should be one big dom- 
inant idea. One idea at a time, backed by all the force 
of one’s sales ability will prove successful. Each shoe 
has some outstanding feature that may be dramatized. 
To some people, Style is the thing. Quality is the in- 
teresting point of others, while many right now have 
their minds set on the practicability of their purchases. 
No one sales talk will hit all kinds of people who en- 
ter the store. The customer must be sized up and 
told the story that will appeal most. 

Following are a few sales talks based on certain 
typical shoes. More shoes will be sold during Sports 
Shoe Week if each man on the floor knows the prac- 
tical, stylish and dramatic features of the store’s 
stock. 

The use of a good pertinent slogan in all the store 
publicity should be considered. The Stetson Shops in 
the East are asking, “Have you a comfortable pair of 
sports shoes?” in their advertising, windows and in 
person to all customers. The effect of this question 
is being shown by the increase of double headers and 
the added interest in sports shoes. This type of foot- 
wear is used by active people, hence the necessity of 
being comfortably shod. 


Women’s Sport Shoe Sales Promotion by the 
clerk— 

Fere’s the typical shoe: Sport oxford, medium 
round toe, 13/8 leather heel, rubber top lift. Light 
weight rubber sole, full kid lined, punched through 
vamp and quarter. Light weight brown calf uppers. 


What the Salesman Told the Customer 


Salesman: Yes, madam, this is certainly a feature 
shoe. The punching is the style today and the full kid 
lining adds comfort and fit, which are so important. 
You know, most women today don’t know they can 
buy a golf oxford with a heel like this; they think 
they must be uncomfortable by wearing a real low 
heel when they are not in the habit of wearing it. 
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You won't feel like you were tipping backwards with 
this shoe. 


Customer: Funny you should mention that because 
it is just my trouble when I wear my golf shoes, and 
my feet get so tired I really can’t enjoy the game. 


Salesman: Here—let me slip this shoe on, but first 
of all, let me show you something. See the toes of 
those stockings—they are too short for you. I'll pull 
them out a bit for the fitting, but they won’t stay 
there. You need at least a half size longer. You 
know many customers blame short shoes when the 
real trouble is short stockings. There, now, wait till 
I lace it up. Fits like a glove—stand up on that and 
see how it feels. 


Customer: Feels good and certainly looks smart. 
That full kid lining you spoke of must account for 
the smoothness inside. 


Salesman: You'll be all right with those shoes. Sit 
down a minute. I want to show you the sole on that 
shoe. It is very light weight rubber and a new kind 
that will actually outwear leather. Feel how light 
this shoe is; I’ll bet your golf shoes weigh twice as 
much. 

Customer: Yes, I guess they do. These are very 
good looking and have a dressy sport look which does 
not confine them to just golf. 


Salesman: You said it—there will be more of these 


shoes worn on the street and club verandas than will 
ever get on a golf course. 


Now, I'll show you the hosiery that will go best 


with this shoe, etc., etc. 


Women’s Sport Shoe Sales Promotion by the 
clerk— 

Here’s the typical shoe: Natural linen vamp and 
quarter. Four eyelet tie, light weight Goodyear 
welt. Brown calf shield tip, eyelet and vamp stay, 
and heel foxing. 16/8 covered heel, leather“top lift. 

Here’s the typical sales-talk by the clerk: 

A most practical shoe, as it will go with the linen 
suits, those little sweater effects and most any of the 
costumes worn for afternoon and spectator sport use. 
The neutral shade of the linen permits the shoe be- 
ing worn with a wide variety of colors hence the 
practicability. 

It is right for afternoon parties and equally adapted 
for town usage, so is most practical. This shoe will 
hold its shape because of last construction and the 
fact that it has a cloth lining. It will be comfortable 
as the pattern (eyelet tie) gives the foot the needed 
support. The cloth cleans easily, is both cool and easy 
to wear. 


Men’s Sport Shoe Sales Promotion by the clerk— 
Here’s the typical shoe: White calf bal oxford, 
10/8 leather top lift. Medium narrow toe. Black 
calf plain wing tip, heel quarter, piping under the 
vamp foxing and lace stay. A summer weight shoe. 
Here’s the typical sales-talk by the clerk: 
One of the smartest styles of the season, built on 
the new high-heel last, which you will find affords 
[TURN TO PAGE 56, PLEASE] 
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A LITTLE THING 
TO DO. 


A BIG THING TO 
ACHIEVE £ 


The turn-over and volume possibilities of Heel 
Hugger Shoes are remarkable. 


Heel Hugger dealers say so—the daily activity of the 
Heel Hugger stock department proves it. Day in 
and out the year ’round, all orders are shipped better 
than 99% complete the day the order is received. 
It is a dependable service. 


There is safety in the low stock investment of smart, 
refined Heel Hugger styles—there is satisfaction in 
their superb fitting qualities—and there is a large 
sales response awaiting the merchant who displays 
Heel Huggers. 


May we suggest that you inquire into this proposi- 
tion. Ask to have salesman call. Find out from 
him just why we say, “that to put in Heel Hugger 
Shoes is a little thing to do but a big thing to 
accomplish.” 


HEEL HUGGER SHOES, Inc. 
Auburn, New York 






























































A new note in all-white buck " for dress 
wear is the white chrome sole. A tendency 
toward straight tips is being observed. This 
model! should be a good summer seller in any city. 





A change to plain heel quarters, pinked vamps 

and wing tips gives this model a distinct smart- 

ness. It will doubtless enjoy a general popularity 
this summer. 





The four rows of vamp stitching relieve the 

sameness of the classic plain toe. Leather sole 

and black edges. This shoe is the “best seller” 

at Princeton, especially for wear with white linen 
double breasted suits. 





From Easter on, Princeton seniors wear their 
“beer suits.” These are in reality the house 
painter’s overalls, worn ay e ere! white single 


breasted coat. The shoe nerally the com- 
bination white elk with “block calf saddle. 


White Bucks 
Sell Best 


at Princeton 


Also Stand Out as Leaders for Spring 
Among Yale Men, With Plain Toe 
Favored by Majority 






By HARRY R. TERHUNE 


ln politics the saying is: “As Maine 
goes, so goes the Nation.” In men’s wear, particularly shoes, 
it may safely be stated that “What Princeton men wear now 
will be next season’s fashion.” 

At Princeton the male fashion show is during the annual 
Maytime house parties. This year parties were held in 18 
clubs, with the many dinners, dances and athletic events that 
go to make up the social life of an important Eastern college. 
These Maytime parties bring hundreds of young women 
guests to the college. The men, therefore, are at their best, 
sartorially. 

Many, many were the white buck shoes observed during a 
week-end visit to Princeton May 7. They were worn both with 
the very popular white linen suits and with dark worsted suits. 
With scarcely an exception, every man wore white buck shoes. 
Not one pair of black and white or tan and white shoes were 
seen along Prospect Avenue or at the Princeton Inn. So, with 
the all white vogue an accepted fashion at Princeton, it is safe 
to assume that this definite trend will be felt in many other 
parts of the country, either this Summer or by next season at 
the latest. 

In checking up patterns, it was found that 15 per cent were 
straight tip, 25 per cent wing tips and 60 per cent plain toes. 
On soles, 60 per cent carried black leather soles, 5 per cent 
leather with natural edges, while some 30 per cent had red 
rubber and possibly 5 per cent white composition bottoms. 

While that may be the picture right now, quite a different 
story of percentages will be told in the coming season. The 
big objection to the black soles is that they tend to smut the 
white buck, both in the store and as they are being worn. 
Natural edges do not look quite so smart. On the other hand, 
considerable objection is raised by the wearers to the rubber 
soles, especially by those who do any dancing. Very few 
crepe sole shoes are seen at Princeton. 

One keen observer ventured the opinion that in another season 
a considerable proportion of the white buck shoes would carry 
a chrome tanned white leather sole. The reason for this pre- 

[TURN TO PAGE 44, PLEASE] 
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7 SI-EN-TIFFICK 
| SHOS ‘~w{ 


FAREFULLY CONTROLLED LEATHER STANDARDS 
SI-EN-TIFFICK SHOES, INC. 


COLUMBUS, OHIO 


u—s RUBY KID 


Strictly repeated quality in all branded merchandise has never been 
more important than now. 


Therefore, RUBY KID, always notable for its consistent repetition 
of standardized merit, is appreciated all the more by those manu- 
facturers who have long made it their standard. 


SI-EN-TIFFICK SHOES, INC., Columbus, Ohio, use RUBY KID to 
help accomplish their stated dual purpose for SI-EN-TIFFICK 
shoes— 


Ist—Orthopedically and comfortably correct. 
2nd—Distinctly flattering to the foot. 


That they have continued for so long to use RUBY KID so 
extensively, is the best of evidence that it is steadily and depend- 
ably repeating its standard service. 


JOHN R. EVANS & CO., Camden, New Jersey 


Cincinnati St. Louis Milwaukee Rochester Boston Philadelphia 


EVANS LEATHER 
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Baltimore Gets a Shoe Convention 


Middle Atlantic Shoe Re- 
tailers Association Picks 
Monumental City as Site 
for 1933 Annual Meeting. 
Dates Set for January 23, 
24 and 25. H. E. Wyman 
Named as General Conven- 
tion Chairman. 


GEORGE B. HESS 


Betitinnin a wholesale shoe 
market of importance is to play host to the Middle 
Atlantic Shoe Retailers Association early next year. 
This is the first tme that this important regional asso- 
ciation, whose territory includes Pennsylvania, New 
Jersey, Delaware, Maryland, Virginia, and the Dis- 
trict of Columbia, has held its annual gathering in 
Baltimore. The Baltimore meeting will be the 19th 
annual gathering that this association has held, and 
will include the usual exhibit of shoes by manufac- 
turers and wholesalers. 

The decision to take the 1933 convention to Balti- 
more was influenced by the tremendous interest dis- 
played by prominent Baltimore men identified with the 
industry, who will be active on local convention com- 
mittees. They signify a determination to make the 
convention in Baltimore a huge success. Here is what 
they say. H. E. Wyman of Wyman’s says: “The 
fact that Baltimore has no retail association and 
should the convention be held here, the smaller mer- 
chants would become familiar with the work of the 
organization and the benefits to be derived therefrom, 
in my opinion, would gain for you many new mem- 
bers.” 


George B. Hess of N. Hess’ Sons, says: “There is 
a definite need of an organization of retailers in this 
city, and undoubtedly the convention will do a great 
deal to mold together our local group of men. This 
in itself will mean more members for your association 


HENRY E. WYMAN 


and greater cooperation among shoe retailers in this 
part of the country.” 

Tohn H. Downey of Hutzler Bros., says: “In view 
of the fact that your organization has never honored 
Baltimore with such a meeting in the past, it seems 
to us that this section is entitled to consideration at 
this time. The writer will be happy to serve on any 
local committee on which you feel he may prove 
helpful.” 

H. E. Wyman has been named chairman of the gen- 
eral convention committee and George B. Hess has 
been made chairman of the display committee. The 
convention will be held in the Lord Baltimore Hotel, 
which is laid out advantageously for the holding of 
such a shoe gathering and exhibition. 

Other Baltimore shoe merchants and buyers who 
will serve on the various committees include John 
Downey of Hutzler Brothers; Nathan Schenthal of 
Hochshild-Kohn; W. C. Kenney of the Hub; H. D. 
Leffingwell of Stewart & Company; H. E. Jones of 
Dalsheimer’s ; H. A. Goodman of Goodman’s; Albert 
Schlesinger of Schlesinger’s; George N. Scherer of 
the Walk-Over store; Amos Reeder of Wyman’s, and 
Thorn Peters. 

Cal. J. Mensch, managing director of the Middle 
Atlantic Association, has gathered some impressive 
figures to show the importance of the region covered 
by his organization. The total population of the dis- 
trict is 18,697,000 with 1,693,216 wage earners. 
Within the district there are 6392 shoe retailers. 
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A TRUE BROWN OF GREAT PROMISE 


This newest Vode Kid brown for Fall 
is dark, in keeping with the current 
trend for tete-de-negre browns. Yet, 
it has a vivacity which reveals its true 
color under artificial light. 


COLOR 32 blends with the entire 
brown family, particularly the new 
Mahogany brown, Fur brown, and 
Winter brown. Because it is a true 
brown, COLOR 32 is acceptable and 
practicable for staple as well as high- 
style footwear. 


ALLIED KID 
COMPAN Y 


STANDARD KID DIVISION 
209 SOUTH ST, BOSTON 
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DR. NORMAN D. MATTISON 





Which is “fitted,” the shoe or the foot? 
The shoe man says the shoe, the foot specialist says 
the foot. How can these two extreme views be 
brought nearer together? I would suggest by a com- 
mon understanding, as in defining a fit as one “con- 
formable to a standard of appropriateness.” 
Standard? What is there that has ever been pro- 
posed as a standard for a shoe, as this relates to the 
health needs of the foot? I know of none. And I 
know of no approach to the establishing of a standard 
conforming with foot health, without searching the 
allied and competitive arts as a means of arriving at 
some criterion. 
Previous experience, as well as deductions to be 
made from other arts, are often of service. For ex- 
ample, economists tell us that in coming out of two 




















WHICH IS FITTED— 
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Shoe or Foot? 


A Prominent Exponent of Balance 
in Posture Argues for an Approach 
to Foot Problems Similar to That by 
Which Automotive Industry Is Solv- 


ing Problems of Locomotion 


By NORMAN D. MATTISON, M.D. 


previous depressions, we could in each case thank a 
new industrial development, each of which largely 
aided in the recovery—the automobile and the radio. 
One of these has since not only become the first of our 
basic industries, with its five billion dollar background, 
but it has also become the keenest competitor of the 
shoe industry. 

Indeed, when a comparatively new industrial enter- 
prise climbs from zero on the list to the top in value 
of production and success in distribution, passing an 
age-old enterprise listed as fourteenth of the basic in- 
dustries, a study of some related facts would appear 
to be of interest to every one connected with the 
older group. 


Mach of related value, for instance, may 
be deduced from one fundamental which has been 
consistently and persistently developed by the automo- 
tive industry to its present near perfection. I refer 
to the coordination of the motor engine to the mechan- 
ism through which it delivers its power. Engineering 
skill has seen to it that every part of the motor engine 
acts in unison with every one of the related parts, so 
that there is no lost motion, no wasted effort. 

“Free wheeling” and “floating power” are examples 
of this perfection. Now the automobile engineers are 
concentrating on the elimination of wheel “shimmy” 
or wheel “wabble.” Preliminary results were reported 
by research engineers at a recent meeting of the So- 
ciety of Automotive Engineers. What do you suppose 
they concluded was the cause of most of the trouble? 
Tire unbalance! 

This, then, presents an analogy to shoe unbalance. 
Foot Health may now take on at once a new vista 
and with it a new opportunity, in making “fitting” as- 
[TURN TO PAGE 62, PLEASE] 
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IMMEDIATE 
DELIVERY 


Natural Cellophane 
WHITE Silk Kid Trim 
Vassar Last—16/8 Continental 


c <i = * Ca lophane 


Feather Edge Sole A 
34 to9...AAAtoB “i ff The fabric in 
ga): this footwear 
is made of 
Dupont Cellophane 


Easily cleaned 
with soap and water 


Dyeable to 


match any color or 


4111, “Connie’’. . .$4.00 


Natural Cellophane ai shade 
SEA SAND Kid Trim ty as 
Vassar Last—16/8 Continental fff |. yy OU PONT So 


eric MAD 
mn 


Feather Edge Sole ~ , hee : DUANE 
i Reus 


34, to9... AAA toB 


The immediate 
public acceptance of 
this fabric 
has made this 4113, “Myrna”... $4.00 


footwear the sensati Natural Cellophane 
“ oe WHITE Silk Kid Trim 


of the year Madison Last—18/2 Louis 
Feather Edge Sole 


34%, to9...AAAtoB 


MANUFACTURED BY 4112, “Connie”. . . $4.00 
Moulton Bartley, I sees 
1 1 rim 
t Madison Last—18/2 Louis 
Oulton Dartley, inc. ison Last 18/2 L 


ST. LOUIS 34, to9... AAA toB 
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All Men Divided Into Four Classes 


A—Those who have always worn high price shoes 
and who will continue to wear them. 


B—Those who have always worn cheaper shoes and 
will continue to wear them. 


C—Those who have always worn high price shoes 
until recently and who cannot longer afford to 
wear them. 


D—Those who have worn high price shoes until 
recently and who have graded down despite the 
fact that there is no reason to do so. 


LEONARD W. HOLLIS 
Arnold Glove Grip Boot Shop, Boston 


— W. Hollis, who controls 
the Arnold Glove Grip Boot Shop in the Hotel Statler, 
Boston, is thinking seriously of adding a line of what 
he calls ‘cheap priced men’s shoes.” 

“Who ain’t?” queried the ungrammatical represen- 
tative of the Boor AND SHOE REcorDER when this in- 
formation was imparted. ‘Tell me something new or 
I'll make you charge the three pairs of socks I just 
bought.” 

“It’s the reason behind the move that counts,” said 
Mr. Hollis. “The fact, in itself, is of no significance. 
I’m going to use this cheaper line, at about $5.50, as a 
means of increasing my sales of $9 and $10 shoes.” 

Whereupon the referee counted up to nine before 
the REcorpER representative rose to his feet. 

“Not unreasonably, I hope,” murmured Mr. Hollis 
as he advanced from the neutral corner, “I also ex- 
pect to sell a lot of these cheaper shoes at a profit, 
but I reiterate that they can be made to help increase 
my pairage on the higher grades. Here’s my theory: 

“All men, these days, are divided into four classes. 

“Class A—Those who have always worn high price 
shoes and’ who will continue to wear them. 

“Class B—Those who have always worn cheaper 
shoes and who will continue to wear them. 

“Class C—Those who have worn high price shoes 
until recently and who can no longer afford to wear 
them. 

“Class D—Those who have worn high price shoes 
until recently and who have graded down despite the 


fact that there is no reason for them to do so. They 
have followed the herd without rhyme or reason. 

“I have my share of Class A now and will keep it. 
This class presents no problem. I am not particular- 
ly interested in Class B. My store is not apt to at- 
tract men who belong in this class. They do not 
shop ,in this section of the city, for one thing; and 
they would not be attracted by my type of windows, 
for another. My windows will continue to reflect 
the high grade character of my store and its mer- 
chandise. 

“T am going to make my play for men in Classes B 
and C.” 

“Just how do you figure you can get them?” asked 
the interviewer. 

“Well,” said Mr. Hollis, “I’m going to let them ex- 
periment on their own feet. Also, I’m going to tell 
them a few things. 


Md ; 
To illustrate, the other day 


one of my customers came in and announced that the 
shoes I had sold him had not given the wear they 


should have given. It didn’t take much tactful ques- 
tioning to discover two interesting facts about this 
man. The first was that the pair of shoes he had on 
his feet was the only pair of shoes he had. The sec- 
ond was tat he had worn them for one and one-half 
years. 

[TURN TO PAGE 42, PLEASE] 
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SHOE LACES 


AN IMPORTANT LITTLE DETAIL 


The wide-awake manufacturer never 
neglects his laces for he recognizes the qual- 
ity lace as one of the smaller yet important 
items so necessary to the smart, finished ap- 


pearance of his footwear. 





Although the customer may not know 
that your shoe conceals a box toe, counter, 
shank, etc., he instantly sees the lace. A good 
looking, quality lace is a visible sign of inbred 
quality in the shoe itself. Equip your shoes 
with laces backed by 67 years of lace making 
experience. We can offer you a complete 
line of glazed, soft-finished, rayon, and mer- 
cerized laces for all types and grades of shoes 


at prices which make them unusual values. 


SHOE LACE COMPANY, LID. 


(Successor to Joslin Manufacturing Co., Established 1865) 


PROVIDENCE, R. lI. 


SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS. 
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POLLYANNA 





for Depression-Proof Profits 





882—Whit we p pie Last, Duflex 


No. 

Gristle Sole, 878 Hi 

No. 881X—Light Banaice Elk, as 882. 

No. 880—Coffee Elk, as 881X except 

Damp-Proof Sole. 

All above in cr 4% to 8 AAA, 
2% to 8 AA-D 





No. 822—White Center Buckle, ee 
wy Leather Spring 

A to D, Child’s, same, 8% to 

D. Misses’, 6/8 White Enameled 
Heel. Uskide Top, 11% to 2, A to D. 


No. 863—Eton Last, French Corded, 
White Welt, 9/8 White Enameled 
Heel, Uskide Top. 4% at 8 AAA; 
2% to 8 AA to C; 2% to 7 D. 


POLLYANNA Shoes are priced 
to retail profitably at 


$2.50 & $4.00 
5 to 8 2% to7 
AtoD AA to D 


84,to2 AtoD 


















We throw open our 


Ledgers to prove it! 


Looks 


Even in times like these business is good for Pollyanna Dealers! 
They keep right on selling more shoes and making more money! 









Look at the figures on the right hand page. Ledger transcripts from 
the accounts of three Pollyanna dealers in three different cities, all 
of whom started selling Pollyanna Shoes a year ago this Spring. 
Here is the actual record of shipments, from the placing of the initial 
order, right down to April Ist of this year. See for yourself how 
the sales of Pollyanna Shoes have mounted right from the start! 
Notice the increase for the 3rd quarter of 1931 over the Ist quarter 
of 1931—remarkable; but not so remarkable as the further increase 
for the Ist quarter of this year over the 3rd quarter of 1931. This 
is a record so outstanding and conclusive in its character as to place 
Pollyanna Shoes by themselves for profit-making possibilities. 


Pollyanna Shoes make for increased business—fast turn-over—a big 
return on your investment—a clean stock—quick profits! 


You know that when any line sells like this it must have something 
exceptional. You are right! Pollyanna Shoes are the only shoes 
at the price which can be had FROM STOCK in widths from A to D, 
in size 5, Infants, to size 2, Misses, and in Growing Girls from 214 to 
8 in AA to D widths. Pollyanna Shoes are the only Juvenile and 
Growing Girls’ Shoes made 

66 Arne 9 with a patented feature exclu- 

Thee Sarto Same sive to this line—the “Airy- 
A patented feature ob- Arch.” The 


tainable only in Polly- Pollyanna 
anna Shoes. Keeps feet Agency plan protects dealers 
— ~ comfort- 9 that one store in each com- 
— ‘ ‘seater. munity can get the bulk of the 
One of the several popular-priced children’s 


exclusive reasons busin ad 2.= fee 
for the success ” a 
of Pollyanna profit! 


Shoes. 








Write or wire for our attrac- 
tive proposition. 


Pollyanna Salesmen now Out 
with our New Fall Line! 












The A. §. Kreider Shoe Co. 





Do you want a Children’s Shoe that 
will earn money for you even in 
hard timest Then let the Polly- 
anna Salesman show you his line, 
and tell you more about this fast- 
selling specialty. Our men are 
now out with their Fall samples. 
Get in touch with us at once! Get 
started on the Pollyanna Road to 
Profits now—this month! 





SHOES 


Annville, Pa. 
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CASE No. I—A leading merchant in an Eastern City of nearly 2 million population. 





Original order Pairs 

March 7, 1931 650 

Reorders: 

March 11 68 
16 1 
17 32 
18 40 
20 103 
26 182 
27 8 
27 7 
28 6 
31 226 
2 85 

Shipments 

1/1 to 3/31/31 


1408 
INCREASE for 3rd quarter 1931 over Ist quarter 1931 was 123 pairs or 8.7%. 


The Success Story of Three 


POLLYANNA 






Dealers Recorded in Terms of Actual Orders 


July 1, 1931 
29 


Aug. 18 
26 


Shipments 
7/1 to 9/30/31 


Pairs 


23 
173 


196 


697 


638 


1531 





INCREASE for Ist quarter 1932 over 3rd quarter 1931 was 172 pairs or 11.2%. 
INCREASE for Ist quarter 1932 over Ist quarter 1931 was 295 pairs or 20.9%. 














CASE No. 2—Well known store in a Mid-West City of about 350,000 population. 





Pairs 
Original order 
Feb. 4, 1931 261 
Re-orders 
Feb. 27 1 
27 
_— 292 
March 6 65 
27 12 
_ 77 
Shipments 
1/1 to 3/31/31 369 


INCREASE for 3rd Quarter 1931 over Ist quarter 1931 was 486 pairs or 131.7% 


Aug. 1, 1931 
17 


Sept. 1 
8 


8 
15 
24 


Shipments 
7/1 to 9/30/31 


Pairs 

518 
1 

—_— 519 
93 
140 
75 
27 
1 

— 336 

855 














INCREASE for Ist quarter 1932 over 3rd quarter 1931 was 302 pairs or 35.3%. 
INCREASE for 1st quarter 1932 over 1st quarter 1931 was 788 pairs or 213.6%. 











CASE No. 3—Well known store in Eastern Citv of about 125,000 population. 


Pairs 
Original order 
Feb. 19, 1931 199 
: —_—_— 199 
Re-orders 
March 10 48 
23 60 
25 24 
—_— 132 
Shipments 
1/1 to 3/31/31 331 





INCREASE for 3rd quarter 1931 over Ist quarter 1931 was 143 pairs or 43.2%. 


July 1,193. 
y 12° 


15 
29 


Aug. 8 
2: 
Sept. 


-_ bh 
mOAbe Dy 


19 


hipmen 
aH to 9/30/31 


Pairs 
51 
4 
184 
— 279 
2 
54 
13 
—_ 69 
33 
5 
1 
1 
53 
33 
_ 126 
474 








Pairs 
Jan. 7, 1932 4 
16 2 
o_o 6 
Feb. 3 4 
22 1 
23 428 
23 bas 
25 
— 912 
March 5 1 
5 23 
9 377 
18 
21 1 
22 314 
24 64 
30 3 
31 1 
—— 785 
Shipments — 
1/1 to 3/31/32 1703 
Pairs 
Jan. 13, 1932 5 
385 
Feb. 3 227 
25 170 
27 2 
399 
March 10 50 
11 71 
14 34 
18 8 
21 1 
23 2 
24 45 
28 162 
373 
Shipments _—— 
1/1 to 3/31/32 1157 
Pairs 
Jan. 2, 1932 33 
14 z 
— 34 
Feb. 6 212 
29 155 
367 
March 1 37 
8 1 
15 166 
17 1 
21 5 
23 117 
24 6 
% 12 
——— 345 
Shipments 
1/1 to 3/31/32 746 


INCREASE for Ist quarter 1932 over 3rd quarter 1931 was 272 pairs or 57. AZ. 
INCREASE for Ist quarter 1932 over 1st quarter 1931 was 415 pairs or 125.4%. 


) 
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A. 8. Kreider Shoe Co. 
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SHOES 


Annville, Pa. 


We will supply names of 
merchants to non-com- 


petitive stores on request 






















































































OD SR IEE: 


less, overhead and operating expense 
was pared down to a strict economy 
basis wherever possible without affect- 
ing efficiency or service. 

The first problem was the proper 
distribution of customers, first, be- 
tween the two stores; second, among 
the different departments of the stores. 
It was soon found that -price, originally 
the most distinguishing feature of each 
women’s department, tended to make 
for confusion and put the departments 
into competition with each other. 

It was here that the important deci- 
sion was made to embark on a program 
in which price was a secondary consid- 
eration. Instead of price lines, age 
lines were used as guide posts. 


Co-ed Shop for Growing Girls 


The growing girls’ footwear, origin- 
ally in the children’s shop, was given 
a separate department called the Co-ed 
Shop. The dressy styles were augment- 
ed by wide assortments of sports shoes 
favored for school and college wear, and 
the trade name “Miss Co-ed” was 
stamped in the shoes. This department 
was an immediate and almost unbe- 
lievable success. 

The moderate price women’s depart- 
ment was changed from Blue Room to 
“Deb Shop,” the buying for this de- 
partment adjusted to appeal to smart 
young women between eighteen and 
twenty-five. A standard price of $6.60 
was put in effect here, and the trade 
name “Dixie Deb” applied to the shoes. 

This program was carried out in all 
the departments, making each a shop 
unto itself, with a definite class of 
business to which to appeal. Now the 
problem, primarily an advertising one, 
commenced to show organization. Each 
shop had to express its own distinctive 
character and hook its own particular 
sort of fish out of the stream. 

With loud comparative price adver- 
tising being carried on on all sides, this 
firm determined to sell shoes . . . be- 
cause they were smart, new, very de- 
sirable shoes . not because they 
were low priced. If the price happened 
to be temptingly low, let that be in the 
form of a pleasant surprise, after the 
customer had already determined on the 
purchase. 

Even in the case of the Women’s 
Thrift Shop, which had been intended 
as a low-priced, strictly economy shop, 
it was shrewdly decided to sell smart- 
ness and fashion even more seriously 
than price, which was to be standard 
at $5 (with a few special lines at $6). 
The wisdom of this policy is infinitely 
apparent today, when the normal com- 
petitors of this shop have dropped their 
prices as low as $3, yet a steady month- 
ly increase in volume has been main- 
tained in this shop at the standard 
price. 

Much of the success of this program 


[CONTINUED FROM PAGE 17] 


is directly traceable to the tireless ef- 
forts of the buyers, Max H. Sommer 
and William Kaufmann, whose abili- 
ties to secure new, authentic styles (in 
many instances designs and ideas of 
their own creation) have made it pos- 
sible for the advertising to function as 
compelling news, with irresistible sales 
appeal, in no way in competition with 
price. 

Many of the readers of this publica- 
tion will recall an article written sev- 
eral months ago by Mr. Sommer, voic- 
ing this need for new revolutionary 
styles in women’s shoes as the salvation 
of the industry. It was at this time 
that the first fruits of the Sommer & 
Kaufmann policy were being reaped, 
and the importance of the “fashion- 
exploitation” value of shoes during 
these times was making itself keenly 
apparent. 

The advertising endeavored to re- 
flect this brisk, fresh, up-to-the-minute 
style-consciousness in all departments, 
at the same time developing a definite 
individuality for each department. 
Comparative prices were but rarely 
used, and only in cases where standard 
values which were well known by the 
public were reduced. 

Here is the copy from an advertise- 
ment that put over genuine pigskin 
shoes for the thrift shop last May 
(since become the biggest individual 
seller this store has Known). Cap- 
tion: “Our Thrift Shop is getting 
‘piggish’ with fashion scoops. ...intro- 
ducing genuine PIGSKIN Shoes.... 
that go with GLOVES....and POLO 
COATS....and all the very swanky 
Outdoor Clothes” ($5.75). Copy: “It’s 
simply a marvelous idea... .just at the 
time young people are commencing to 
put down the tops on their roadsters 
....and going places. And it’s not 
only the best looking shoe idea we’ve 
seen in many a moon....it’s also the 
most comfortable one, for it’s soft, im- 
ported glove pigskin....washable.... 
and tough.” 


Semi-Humorous Ads Click 


The following advertisement is char- 
acteristic of the light, semi-facetious 
“spirit” carried throughout Thrift Shop 
advertising (also on pig). Caption: 
“Our audacious Thrift Shop ‘hogs’ the 
camera again. With a real PIGSKIN 
‘Ghillie’ at $5.75.” Copy: “Imagine 
the nerve of our precocious stepchild 
....not satisfied to give the best shoe 
values in town, this thoroughly brazen 
little shop insists on ‘scooping’ the best 
fashions as well. Everybody knows 
how important Ghillie ties are this sea- 
son....and everybody knows how popu- 
lar real pigskin is....but before any 
of the ‘fashion shops’ can get turned 
around, viola! our Thrift Shop comes 
out with the very shoe....and only 





$5.75.” 


Find Out What Customers Think and Want 





The Deb Shop was introduced with 
this ad: “Our Deb Shop Opens.” 
Caption: “Sponsored by smart young 
women with a ‘weakness’ for beautiful 
shoes....and a 1932 allowance. All 
one price, $6.60.” Copy: “It’s going 
to be the ‘most-talked-about’ shop in 
town....because it’s ‘High Hat’! It’s 
in the spirit of those live, smart young 
people who demand good taste whether 
they pay $6.60 or $25. It has the 
styles they’re wearing (and a lot of 
new ones they’re going to wear) for 
sports, dress, street or evening... .just 
‘seads’ of them....and all $6.60.” 


Newsy Atmosphere in Ads 


All the advertisements carry a 
happy, optimistic, newsy atmosphere. 
The “news” is the thing. Unless an 
interesting news angle can be devel- 
oped in the merchandise it isn’t ad- 
vertised. The advertising department 
has the final word on the “news value” 
of any merchandise suggested for ex- 
ploitation, much as a city editor finally 
determines what shall go into his edi- 
torial columns. Sometimes an unusual 
slant can be given to styles which on 
first glance appear without interest. 
Hence, a sandal which had a loose, 
movable construction was presented 
thus: “We ‘filched’ the harnessmaker’s 
secret to perfect this grand new san- 
dal!” Little boys’ sailor suits were 
presented to mothers as “Easter ideas 
for the lass who loves a sailor!” Suva 
cloth was found to resemble fishermen’s 
nets closely enough to be presented as 
basque mesh. 

A short time ago a shortage on rep- 
tile footwear was noted, as most of the 
shoe stores had no doubt concluded that 
reptiles were out of the style picture, 
though actually San Francisco happens 
to be one of those “freak” reptile cities, 
in which they are always in style. 
Sommer & Kaufmann, well prepared, 
put on a “bang-up” Reptile Week, 
catching the town flat-footed. 

These incidents are interesting only 
in so far that they point out how one 
shoe merchant has worked out a method 
of doing business at a profit even in 
these tempestuous times. There are no 
“Price Gods” in the Sommer & Kauf- 
mann sanctum, and no “Clay Feet,” 
either. 





New Felser Unit 


BALTIMORE—Felser Brothers, oper- 
ating a chain of four shoe stores in 
this city, have added a fifth, in the 
basement of the Mart, formerly the 
Adams Company, at 311 West Lexing- 
ton Street. 

Charles Stallman, who is starting his 
13th year with Felser Brothers, is in 
charge of the new unit, in addition to 
the four other units. Popular priced 
shoes for women and children are 
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POSTAGE STAMP 
ON AN ENVELOPE 
ADDRESSED TO US 
WILL BRING YOU THIS 


MATS OF NEWSPAPER ADVERTISEMENTS 


THAT WILL CARRY ONLY YOUR STORE’S 
NAME « A MERCHANDISING CAMPAIGN 


- 


TO HELP MOVE YOUR ENTIRE STOCK 


The Kangaroo Association has created 
material that will help Retail Shoe Stores 
all over the country increase their sales . . . 
advertisements written by a skilled advertis- 
ing agency; expert merchandising advice as 
to how you can use these advertisements to 
increase sales on all of your stock! 


The Kangaroo Association will be glad 
to send a// of this material, free, to any shoe 
store handling shoes of genuine Kangaroo. 


Retail stores from Maine to Texas are 
already using these advertisements . . . 
profiting from their gripping “headlines” 
and commanding illustrations; from the 
customers brought into their stores and to 
whom they can sell many things beside 
shoes of KANGAROO; cashing in on the 
fast-growing, popular interest in this superb 
leather. 


J<angaroo 


Each advertisement is written to carry 
only the name of your store. We have pre- 
pared a newspaper called the “Daily Sales” 
in which we show you how these advertise- 
ments would look in your local paper, and 
which also explains the merchandising plan, 
and how these advertisements will help in- 
crease sales on every item you stock. Send 
for your free copy of this newspaper, ad- 
dressing your request to the Kangaroo As- 
sociation, 9th and Westmoreland Streets, 
Philadelphia, Pa. 


The Kangaroo Association, and the ma- 
terial it is offering to help you increase the 
profits from your business, is sponsored by 
the Surpass Leather Company, Philadel- 
phia; the Richard Young Company, New 
York, and the Ziegel Eisman Company, 
Boston. 


Tanned in 
AMERICA 





What the Shoe Store Is Thinking About 


[CONTINUED FROM PAGE 19] 


his borrowings at a minimum figure. 

For John Mahn has learned the les- 
son of liquidity. It was something of a 
shock to him the first time his banker 
told him, after he had submitted the 
usual sort of a statement, that he must 
reduce his loan. He could hardly be- 
lieve it, and he couldn’t see how he 
could accomplish it. When he found out 
that the banker really meant it, John 
had to do a lot of thinking, scheming 
and scurrying about. The worst of it 
was that the assets he owned, outside 
of his business, including some real es- 
tate and a few securities, could not be 
marketed or used to advantage as col- 
lateral under the abnormal financial 
and business conditions then prevailing. 
John finally had to negotiate a loan on 
certain life insurance policies, some- 
thing he had always avoided before and 
of which his business judgment 
strongly disapproved. He resolved to 
pay off this loan just as quickly as 
possible and has already made a small 
start in that direction. 


Importance of Stock Control 


But it didn’t take him long to per- 
ceive that the first essential was to get 
out from under as much as possible of 
the load of shoes, purchased at higher 
prices, which he was carrying on his 
shelves. That has been his big objective 
during the last quarter of ’31 and so 
far in ’32. Right now he is beginning 
to see a light, but he is still pursuing a 
policy of plugging sales by every prac- 
tical method of promotion while pro- 
ceeding with the utmost caution on pur- 
chases of every kind of commitment. 

As John Mahn sees it, the problem of 
financing a retail business today isn’t 
primarily a matter of finance at all but 
of merchandising. No longer can the 
shoe merchant lean on the bank. If he 
is one of the few whose credit might 
enable him to borrow freely, he doesn’t 
want to because he knows only too well 
the headaches and the heartaches that, 
sooner or later, follow in the wake of 
undue expansion on borrowed capital. 
So the retailer must find a way, through 
ingenious, aggressive sales promotion 
and carefully budgeted buying, to cut 
his coat according to his cloth and make 
every dollar of invested capital work 
overtime. 


In-Stock a Life Saver 


In his efforts to do this, John Mahn 
has found his real life saver in the in- 
stock department of the shoe manufac- 
turer. He is buying more of his shoes 
from stock than ever before, though he 
still places a reasonable proportion of 
make-up orders with the manufacturers 
to give the individual touch that he 
feels is needed and be in a position to 
show some shoes different from those 
which can be bought elsewhere. From 
the standpoint of time and the neces- 
sity of carrying a reasonably adequate 





stock, he still finds it necessary to antici- 
pate a certain proportion of his require- 
ments in make-up orders. But he holds 
this advance buying down to what he 
feels is a necessary minimum and uses 
the stock departments to the limit. 
John Mahn has been standing on his 
own feet and operating on his own cap- 
ital; but he finds it necessary to buy 
from hand-to-mouth more than ever. 
In fact, he now says he has reached the 
point of buying from chin-to-mouth— 
calling for what he wants almost as 
soon as the cash register records a sale. 


Stand on Your Own Feet 


John has a clipping on his desk out 
of the Boot AND SHOE RECORDER of the 
first issue in January. It reads: “I will 
do it myself in 1932. The art of leaning 
on the banker, manufacturer, merchant, 
boss or anyone else is about finished. 
Stand on your own feet in 1932. 

“The factory is expected to make the 
best possible shoe, in the best possible 
fitting, at the best possible price. That 
is about the complete job for a factory 
to do, and from now on the merchant 
has got to use his brains to justify his 
mark-up. The factory no longer can 
do everything right down to wrapping 
up the shoes and taking the cash. Each 
man, each concern and each division of 
the trade must do its own work if it is 
to justify a profit. There has been far 
too much thinking the other fellow’s 
game out for him. He has got to think 
and plan, and do his own work from 
now on.” 


Pay As You Go Policy Best 


That advice, given in January, has 
helped him ever since. He found out 
that it was good business to pay as you 
go, for after bills are allowed to run 
along for months, they become more 
burdensome through the fact that the 
dollar is increasing in value. It is a 
bigger dollar today than it was in Jan- 
uary. It is a more difficult dollar to 
get from the consumer. As John put 
it: “It’s harder to pay the old bills be- 
cause of the size of the new dollar—if 
you get what I mean.” 


For ten weeks we have carried the 
adventures of John Mahn in a straight 
“on-the-floor” story of the problems at 
retail as he sees them. The story has 
been without frills or flights of fancy. 
It has been a cold, realistic story of re- 
tailing today. It might have happened 
with any merchant, in any store, in 
every town. 

We hope that the story has con- 
tributed to the progress of sane, order- 
ly merchandising—at least it has given 
you a sense of proportion as to the 
problems of the day in a retail shoe 
store. 


Moore & Co. Close Store 
DetroIT—G. W. Moore & Company 


are closing the Fairview shoe store at 
11608 East Jefferson Avenue. 
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All Men Divided Into Four Classes 


[CONTINUED FROM PAGE 36] 


“That started me thinking. Those 
shoes which I had sold for $10 had ac- 
tually cost my customer only about 
$6.67 a year. If you are interested in 
higher mathematics, you can figure the 
cost per month at 56 cents, something 
less than two cents a day—less than the 
price of an ewening newspaper. 

“From this I evolved an argument. 
I said to this man: 

“‘Mr. Smith, I realize that $10 is not 
a small sum. I know that you, in com- 
mon with lots of men, find it difficult to 
make up your mind to spend that 
amount of money at any one time. But 
if you will figure the cost of these 
shoes over the period of time that you 
have worn them, you will see that they 
have not been a luxury in any sense of 
the word. Why don’t you do this—in- 
stead of getting a pair of shoes for 
half the price of mine, put aside the $5 
bill you may have intended to spend to- 
day, add to it gradually and then come 
back here and get a pair of shoes which 
will serve you as you are accustomed 
to being served by your footwear.’ 

“If I had had my $5.50 line at that 
time, my argument could have been 
made even stronger. 

“IT am convinced that there are few 
men, no matter how little they know 
about shoes, who cannot see the differ- 
ence between shoes at $10 and shoes at 
$5. I’m going to put the two shoes in 
front of my former $10 customers and 
let them look at them. Then I’m going 
to put them on their feet and let them 
feel the difference. 

“Then I’m going to talk about the 
ability of the better-grade shoe to keep 
its shape over a longer period of time, 
its greater degree of flexibility, its last- 
ing comfort and its continued good 
looks, all of which make for ultimate 
economy when figured in cost per year, 
per month and per day. 

“That kind of argument will switch 
to the higher grades many men who 
can afford them but who have drifted 
to lower price levels merely because 
everyone else has done it. In other 
words, it will catch Class D. 

“It will also start a lot of Class C 
men thinking. They will have their 
choice between ultimate economy and 
what I think of as current economy— 
the spending $9 or $10 with the cer- 
tainty that the expenditure will not have 
to be repeated for a good long time; or 
the spending of $5 or $5.50 with the 
equal certainty of having to repeat 
probably within five or six months. 

“My customers, I figure, know their 
business better than I do: and they are 
at liberty to make their own decisions. 
If they feel that it would be better to 
wait until they have the price for the 
higher grade shoes, I will be ready to 
serve them when they come in. If they 
need shoes badly at the moment, and 
have only a small sum available for 
their purchase, I can serve them imme- 
diately with the best value I can sell for 
the money.” 
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TO NATURAL BRIDGE 
“Se JUNIOR LINE 
FOR THE MODERN JUNIOR MISS 
»* 
TWENTY-TWO YOUTHFUL STYLES BUILT ON MODERN 
LASTS SCIENTIFICALLY DESIGNED FOR THE PLASTIC 
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Maintain Quality Standards 


[CONTINUED FROM PAGE 21] 


chorus of superlatives rises. The “never 
before in history” boys play their 
orchestra of superlatives—and then 
wonder is expressed that the public for 
some reason or other isn’t as responsive 
to sales promotion campaigns as they 
once were. 


Considered Consumer First 


We hear constantly that things are 
not what they used to be. Women re- 
call wistfully their Aunt Ella’s fine 
dress that was worn for so many years 
and was finally turned and used for 
Annie’s school dress. They remember 
mother’s coat that seemed to have a 
miraculous rebirth every Fall that it 
was taken out for wear. There was a 
reason for this. Merchants, and there 
are a lot of them left, thought first of 
the consumer prior to the great compe- 
tition sales era. He appealed to a cer- 
tain clientele which had confidence in 
him, and whose wants he studied and 
knew. The distribution of goods had not 
become a bargaining industry. Indian 
medicine was then sold from the back 
of an acetylene-lighted wagon, not 
from the luxurious confines of an ex- 
pensive store. The “special sale” was in 
its infancy and consisted of legitimate 
clearances of inventories. Today the 
“special sale” is plainly and bluntly a 
racket. We have “founder’s days,” Un- 
cle Amos’ centenaries,” “horticultural 
days,” “wool, silk, and cotton weeks,” 
or what have you. 

Customers today, through the in- 
tense promotional efforts of merchants, 
regard themselves as slightly weak in 
the head if they have to pay an ordi- 
nary price for almost any article. They 
go shopping to find that fabled bargain 
which is quoted as being a true $10.00 
value for $5.00. Merchants are con- 
stantly telling their customers that 
through their almost celestial sixth 
sense and a cleverness which ranks 
with the major miracles, they have 
been able to find a maker—a manufac- 
turer—who needed money and was glad 
to turn over to this clever merchant his 
products at one-third their value—and 
this clever merchant recites proudly 
(at about $2.00 a line in the newspa- 
pers) he is now passing along this evi- 
dence of his supreme cleverness to his 
customers. 


Bargains—Fact or Fancy? 


If these bargains were bargains in 
fact, and not in fancy, there might be 
some profit and advantage to the con- 
sumer. As a matter of fact, if the 
sample shoes, or the sample coats, hats, 
etc., which are advertised by merchants 
throughout the country, really existed, 
industries generally would be working 
twenty-four hours a day, producing 
samples only. There wouldn’t be any 
depression, and there would not be any 
necessity for talking about quality. 

I have taken up a lot of your time 





waxing indignant over existing condi- 
tions. May I suggest now that, having 
passed through the era of seeking in- 
creased volume through intensive and 
somewhat hysterical phrase making; 
through trying to find out how cheaply 
we can buy copies—having a superficial 
resemblance to the quality contained in 
originals, that we return to common 
sense essentials in promoting and sell- 
ing merchandise? There are a lot of 
very serious-minded people in this coun- 
try who have budgets, who are getting 
married, having children and sending 
these children to grade schools, high 
schools, and state universities. It is a 
struggle for them in most cases to do 
this. When they buy clothes for them- 
selves, or for their children, they want 
them to look as well as possible. 

Pride of appearance, of course, is the 
very breath of existence of st mer- 
chandise. Otherwise, all of us would 
be dressed in Indian blankets, giving us 
the necessary protection from arrest 
and from the elements. But most of us 
are very little concerned as to whether 
Lanvin places the button on the left 
shoulder or the right shoulder, whether 
we have two or three plaits down the 
left hip, or whether the ventilated shoe 
has ten or twelve perforations in it. 
People are interested only in the gen- 
eral aspects of style, and in every as- 
pect of the wear and service which the 
things they buy will give them. 


Basic Quality Essential 


This wear and this service is not 
something you can breathe into an ar- 
ticle, as a magician snatches a rabbit 
from his silk hat. It comes from the 
quality of the basic ingredients in the 
raw materials and in the workmanship 
that has gone into its composition. 

The difference between the cost of an 
article of real value and the imitation 
that has to call on various deities to 
prove its legitimacy is very slight, and 
I believe that is a most important fac- 
tor of which the public has not yet been 
fully apprised. All of the emphasis has 
been on the reflection, and not on the 
substance. Let us place this emphasis 
on the substance. Ah, but it is said, 
“How can I stand out alone against 
this intense competition which is ruin- 
ing all of us?” Well, if this intense com- 
petition is ruinous, you cannot do any 
more than be ruined by pursuing an- 
other course, one which, at least, is 
based on a reasonable understanding of 
the purposes of making and selling 
merchandise—honest presentation of 
honest value—to customers who have 
given you their trust. 


New Economy Shoe Store 


WASHINGTON, Pa.— The 
Shoe Store has taken possession of new 
quarters at 14 and 16 West Chestnut 
Street. 


Economy 


White Bucks Sell Best at Princeton 
[CONTINUED FROM PAGE 28] 


diction was based on the currently 
voiced objection to both the rubber and 
black stained edges of the leather soles. 

Now let’s see what another fashion- 
conscious Eastern college center is 
thinking right now. At Yale the trend 
toward all-whites is becoming even 
more pronounced several merchants re- 
ported. Students are showing a marked 
preference for the custom last in sport 
shoes, with both rubber and leather 
soles. Wing-tips appear to be holding 
their favored position. 

The predominance of sport shoes is 
beginning to eat into the sales of all- 
over tan shoes, in the opinion of Sidney 
Stokes, proprietor of the Walk-Over 
Shoe Shop, 930 Chapel Street, New Ha- 
ven. The Yale students are buying sport 
footwear early and wearing it late. 
Many business men in New Haven are 
now wearing sport shoes at the office. 
Influence of the Yale college men is 
thought to have brought this about. 

For semi-dress, blacks predominate at 
the present time, Mr. Stokes told Boor 
AND SHOE RECORDER. The new narrow 
toe being introduced this year has been 
accorded a good reception, he said. 
These shoes are characterized by a nar- 
row toe, swing last and flat forepart, 
with a custom look created by the use 
of brown finish on the edges instead of 
light stitching. 

Plain white, with plain toe and black 
rubber sole, is the leader in the sport 
field, the Walk-Over dealer observed. 
Following closely is the same shoe with 
a leather sole. The trend toward this 
type of shoe was seen as early as last 
Spring at the Yale boat races, he 
added. 

Students’ taste in shoes forms a bar- 
ometer of public trends in this city. 
Indications are that tans will sell bet- 
ter this year than last. Wing-tips are 
selling in tans, but not in great num- 
ber, Mr. Stokes said. 

The sport shoe trend remains about 
the same, with a tendency toward all- 
whites, according to Henry Pabst, shoe 
buyer for J. Johnson & Sons, clothiers, 
of 85-89 Church Street. Black and 
white saddles, however, still predom- 
inate. In the semi-dress field, wing- 
tips are falling off, although they are 
still favored in general service shoes. 
Many students and townsmen wore 
black-and-whites all winter, Mr. Pabst 
reported. 

Wing-tip cordovans have been espe- 
cially popular during the past season 
because they harmonize with any type 
of suit, William H. Clifford, manager 
of the New Haven branch of French, 
Shriner & Urner, 1016 Chapel Street, 
reported. Cordovans with black sad- 
dles are also popular to complete sports 
costumes, going particularly well with 
English slacks. 

The wing-tip is still the best seller in 
the dress line, Mr. Clifford said. All- 
whites with both dark and light soles 
continue in high favor with college 
men, he added. 
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Shoes Win Sales Increase Contest 


Des MoINnEs, Iowa—Shoe depart- 
ments in Younkers’ store won an inter- 
department contest for the greatest 
percentage of increase in business dur- 
ing the month of April, it has been 
announced. First place was won by 
the moderate priced upstairs shoe de- 
partments featuring Vassar and Red 
Cross shoes, while second place was also 
wen by shoes, the basement shoe de- 
partment making this record. 

H. L. Barlass, head of the depart- 
ment, declares the featuring of popu- 
lar priced merchandise was largely re- 
sponsible for the increase, as only the 
regular promotion was carried on. A 
contributing factor in his experience 
was the early demand for white shoes. 
Its first appearance was noted in Feb- 
ruary and the trend continued until 
April hit unusually well. Until now 
great white demand has been in com- 
bination with black or brown which en- 
abled the wearer to adopt lighter shoes 
while still going in for dark costumes. 
All white shoes are now the big sellers. 

That the public is still buying shoes 
though cutting down expenditures on 
certain other items, was shown as the 
result of the general store contest. 
Keeping in line with the trend for lower 
price lines on standard makes of shoes 
was also considered responsible. 


Manning Factory Busy 


WORCESTER, Mass.—J. Nelson Man- 
ning Shoe Mfg. Co., of Worcester, is 
shipping 200 cases daily, its output 
going to the wholesale and chain stores. 
George W. Moholland, vice-president, 
and Frank Quarles are selling the en- 
tire production. 

The new sample line for Fall is being 
completed and Mr. Quarles, who is at 
factory, leaves for the West and Pa- 
cific Coast about June 1. He resides 
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in Dallas, Tex., and states that “the 
Southwest and West are in the same 
condition as any other section, but 
out there they do not cry or look back- 
ward.” 


Hide Futures Lower 


NEW YorK—Values on the New York 
Hide Exchange declined almost stead- 
ily in moderate trading last week, and 
on Friday, June sold at 4.05c. per 
pound, thereby establishing a new low 
trading level for futures on the Ex- 
change. During the week ended May 
13 the active positions registered de- 
clines of from 45 to 55 points, offset- 
ting the gains of the previous two 
weeks. One of the outstanding features 
of the futures market last week was 
the extensive switching from June to 
the more distinct months. 

The weakness in hide futures prices 
was attributed largely to unsettled out- 
side conditions. Spot hide prices showed 
little change, with trading in the do- 
mestic market practically at a stand- 
still. In the Argentine market, how- 





SED 


SHOP TALK 
By 
H. F. B. 


The shoe trade may take heart 
In the fact that motor car 
Registrations the country 

Over are showing a decline. 





This means that folks are going 
To wear out fewer rubber tires 
And more sole leather. 


By the same token it looks 
Reasonable to expect an increase 
In demand for serviceable types 
Of shoes—shoes that will 

Stand up and give real service. 


Maybe when we all get back 
On our feet again 
Business will step up. 











ever, fair size quantities of hides 
changed hands, showing further slight 
fractional declines to the lowest levels 
on record. 


Innersole Factory Busy 


LITTLESTOWN, PA.—The Littlestown 
Innersole Company, at this place, is op- 
erating both day and night shifts, at 
present, in order to keep up with an 
unprecedented increase in orders. The 
company at present has on hand orders 
for more than 2,000,000 innersoles. 
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Godman Offices Moved 


CoLuMBuUS, OHI0O—The general offices 
of the H. C. Godman Co. have been 
moved from their former location on 
North Fourth Street to one of the fac- 
tory buildings on Starling Street, which 
is nearer the main branch of the fac- 
tory. 

The former offices will be taken over 
at once for remodeling preparatory to 
occupancy by the Schiff Co., which op- 
erates a chain of 185 retail shoe stores. 

J. Elmer Jones of the H. C. Godman 
Co. reports that the semi-annual sales 
conferences of the company will be 
held June 1 at Columbus, San Fran- 
cisco and New York. New models and 
styles for the Fall trade will be dis- 
tributed at that time. 


New Matrix Branch 


BuFFALo, N. Y.—The Matrix Boot 
Shop at 249 Delaware Avenue, has 
opened a branch store for the sale of 
women’s footwear on the mezzanine 
floor of the Park Hotel in Lockport. 
Clarence L. Kime has been appointed 
manager of the branch shop. 
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Men’s Shoes 
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“A MAN’S DECISION” 


THE 





Fine 
. Shoes 
Old 
Shoe "Co 
Boston—183 Essex Street Brockton, 
N. Y.—915-917 Marbridge Bldg. fase. 














H Tue 


HOE 
Nettleton 


and MILLER COOK SHOES 
A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y. 
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Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 


SHOES 
Brockton, tee: 























EAST WEYMOUTH,.MASS. U.S.A 











WHERE TO BUY 


Shoe Forms 





I Fairy Jorms| 
FOR SHOES AND HOSIERY 


made from white, 
transparent or colored 


FAIRYLITE 
Shoe Form Co. Ine., Auburn,N.Y. 





Shoemen Hold Meeting at Auburn 


AUBURN, N. Y.—About fifty shoe- 
men, manufacturers, retailers and 
salesmen, held a dinner meeting at Au- 
burn last Wednesday evening. The 
local manufacturers were out in good 
numbers and were introduced by Presi- 
dent Patton of the New York State Shoe 
Retailers’ Association, of Schenectady, 
under whose auspices the meeting was 
held. Former Presidents Moot B. 
Hughey of Watkins, Burt J. Gosper of 
Elmira, Ernest N. Park of Syracuse, 
and William Pidgeon of Rochester, 
spoke. Vice-President Henry Merton 
Smith and Directors Ed. M. Hanley, 
John H. Schmanke, Charles G. Patton, 
Ernest R. Park, Chester C. Phelan, 
Joseph F. Hart and Secretary Harry 
A. Chase, were among the evening’s 
speakers. 

W. W. Dusenbury of Auburn, Charles 
G. Patton of Geneva and Harry A. 
Chase of Rochester, composed the com- 
mittee that arranged the meeting. It 
was announced that every Auburn shoe 
factory, including Dunn & McCarthy, 
Inc., Robinson-Bynone Shoe Co., Mar- 
shall, Meadows & Stewart, Inc., Dun’ 
Deer Sandals, Inc., and Shoe Form 
Co., Inc., will exhibit at the Elmira 
State convention in September. 





New Semi-Soft Castes 


LANCASTER, PA.—A new type of 
semi-soft cork counter which is now 
being manufactured by the Armstrong 
Cork Co. is said to be especially appro- 
priate for Summer weight shoes. This 
counter is said to be highly resilient 
and when pressed down comes back to 
its original shape without crease or 
wrinkle. The difficulty in the past has 
been to manufacture counters with 
these characteristics in large scale pro- 
duction, but it is claimed that the ob- 
stacles have been overcome and they 
can now be produced in any quantity. 





Adding Lower Priced Men’s Shoes 


CAPE GIRARDEAU, Mo.—Zwick’s Shoe 
Store is adding a men’s shoe section in 
which shoes retailing from $3 to $5 are 
being featured. The Bob Smart line has 
been selected in the $5 grade. In the 
event that a demand develops for higher 
priced shoes, says E. B. Fitch, store 
manager, they will be added. An en- 
ergetic publicity campaign is planned 
that will bring the attention of new 
department to all men in this trading 
area. 





W. O. Minor Co. to Move 


ATLANTA, GA.—Within the next two 
months the W. O. Minor Shoe Manu- 
facturing Company, which now is lo- 
cated at 1018 Peachtree Street, will oc- 
cupy a larger and more modern plant 
at 598 Ponce de Leon Avenue, N.E., it 
has been announced by W. O. Minor, 
president of the concern. The new 
building, which has been purchased by 
the firm, is two stories in height and 
occupies a lot 50 feet wide by 106 feet 
deep. 


48 . 









CELLOPHANE SHOES 








The range for materials to use in the manu- 
facture of shoes apparently is inexhaustable. 
Here we have shoes made of cellophane, 
which is better known as a transparent 
wrapping material. In this instance the cel- 
lophane-is twisted tightly around cotton 
threads, which are then woven into a high 
lustre fabric that is strong but porous. When 
made into footwear this fabric usually is 
combined with leather. The fabric is light 
in weight and washable 
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Marionettes Advertise Shoes 


New York—Tony Sarg marionettes 
are now being featured in advertising 
and window displays for dealers by the 
Stetson Shoe Company. 

A series of photographs was made 
with the puppets in various poses and 
locales. Great pains were taken to 
have the proper accessories in each 
picture. It was necessary to scout 
around and obtain miniature tables, 
chairs, golf clubs, bottles, binoculars, 
etc. The stage was set for each scene 
and then photographed with a different 
style Stetson shoe in the foreground in 
each picture. 

These still photographs are being 
used as illustrations for a series of 
magazine advertisements. They have 
also been used in a booklet. 

Motion pictures were made of each 
scene with the puppets in action. These 
are for use in dealers’ windows by 
means of a continuous projection ma- 
chine. 





Atlanta Nettleton Shop Closed 


ATLANTA, GA.—The Nettleton Shoe 
Shop, at 114 Peachtree Street, in the 
Piedmont Hotel Building, has been 
closed. In the future the Nettleton 
shoe department at Zachry’s, of which 
Paul Barcroft is manager, will be the 
only Nettleton shop in the city. 





New Florsheim Shop 


New York—The store at 1105 Broad- 
way, in the Fifth Avenue Building, be- 
tween Twenty-third and Twenty-fourth 
Streets, formerly occupied by Hanan 
& Son, has been leased by the Florsheim 
Shoe Company, and soon will be opened 
as a Florsheim Shop. 





New Philadelphia Store 

PHILADELPHIA — Joseph Morganstern 
has leased a store and basement at 5637 
N. Fifth Street, to be used as a retail 
shoe shop. 
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NEW BACK TREATMENT 


At the left is shown a shoe of the new 
one-piece heel and quarter construction, 
contrasted with the regulation shoe at 
the right, with the back seam in the 
quarter, and the heel added as a sepa- 
rate unit. This new one-piece construc- 
tion process is being licensed to shoe 
manufacturers, as a patent on the con- 
struction has been applied for 


Foster Rubber Company Reorganizes 


Boston—Stockholders of the Foster 
Rubber. Company held a special meeting 
May 6 for the purpose of increasing the 
directors from three to five and elected 
Benjamin H. Pratt as president and 
director. Herbert J. Pratt was made 
a member of the board, which now con- 
sists of Benjamin H. Pratt, Donald B. 
Kingsbury, Herman L. Beal, Herbert 
J. Pratt and Margaret E. Kiley. 

Benjamin H. Pratt, the new presi- 
dent, is a brother of the late Daniel S. 
Pratt and has spent his entire life in 
the rubber business. It is only natural 
that he should carry with him much of 
the congenial spirit of his brother, who 
for so many years was known through- 
out the United States as Dan Pratt, 
“The Cats Paw Man.” 

Herbert J. Pratt has for many years 
covered the Southern and Middle West 
territory. 

The changes in the personnel of the 
Foster Rubber Company mean that the 
Pratt family is getting behind the new 
organizations in a vigorous and ag- 
gressive way. For many years the 
Catspaw heel was outstanding in the 
trade and the vigorous management 
back of the new organization intend to 
bring it baek to the position it formerly 
occupied. 


Delman Shoes in Hengerer Co. 


BuFFALO, N. Y.—The Delman line of 
women’s footwear has been added to 
the shoe department of the Wm. Hen- 
gerer Co. A separate shop for the 
sale of this high style line has been 
opened by the store adjoining the regu- 
lar footwear department on the second 
floor. On the occasion of the formal 
opening of this new salon, the Wm. 
Hengerer Co. exhibited about 200 new 
Delman styles. It was announced that 
Delman styles will appear simultane- 
ously at the Hengerer Co., when they 
are shown in the company’s Madison 
Avenue salon in New York. 
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Easy Money Through Display Contest 


AUBURN, N. Y.—Announcement of 
$10,000 in cash awards to be distrib- 
uted among Enna Jettick dealers dis- 
playing the best windows during the 
month of June is now made by Dunn 
& McCarthy, Inc., of Auburn. 

Dealers are allowed to participate in 
the contest during any seven days in 
June they select, but the windows must 


| be displayed for at least seven con- 


secutive days. A unique feature of 
the contest is the classification of deal- 
ers so that each one will be competing 
with others of equal size and oppor- 
tunity. Consequently, the dealer in the 
small town has just as good a chance 
to win a prize as the big store in the 
metropolitan center. 

The cash prizes, of which there are 
35, range in amount from $2,500 to $25. 

A stipulation of the contest is that 
all entries must be postmarked prior 
to midnight, May 31, and all photo- 
graphs entered in the contest must be 
postmarked prior to midnight June 30, 
1932. If the window does not win a 
prize, Dunn & McCarthy pays each 
dealer $5 for the photograph which he 
sends them. 

The portfolio sent out by Dunn & 
McCarthy states that prizes will be 
awarded to the winning merchants in 
each classification “whose windows best 
portray the Enna Jettick message of 
perfect fitting and stylish beauty,” and 
that effectiveness and beauty of thé 
display will be considered. 

Judges for the contest are: Everit 
-B. Terhune, president, Boot & Shoe Re- 
corder Publishing Co.; James H. Stone, 
manager, National Shoe Retailers As- 
sociation, and Albert T. Stewart, presi- 
dent of H. C. Goodwin, Inc., advertis- 
ing agents for Dunn & McCarthy, Inc. 


Newswanger’s Moves 


York, Pa.—Newswanger’s Bootery, 
owned and operated by Harvey News- 
wanger in this city, has opened new 
quarters, adjacent to its old stand. 
The new quarters are located in Con- 
tinental square, the heart of the busi- 
ness section of the city, and gives the 
shoe store three huge display windows 
facing on the square. The rooms have 
been newly remodeled, and the display 
windows dolled up. 


Harris Store Closed 


TORRINGTON, CONN.—The retail shoe 
store operated at 10 Main Street by L. 
W. Harris & Sons has closed. 





A weekly record of failures, embarrass- 
ments, etc., is published by the Weekly 
Bulletin of Leather and Shoe News, 183 
Essex Street, Boston, Mass. Those of our 
subscribers who feel the need for that 
sort of information can obtain it by sub- 
scribing to the Weekly Bulletin—sub- 
scription, $3.50 a year. 














We Help 
You Sell 


with Attractive 
a 


DUDE RANCH CAMP MOCS 


GENUINE GOODYEAR WELTS 


Displays 


This line for school and sportswear 
is backed up with an attractive co- 
operative franchise proposition for 
well-rated merchants. We supply 
beautiful showcase and window 
display setups in color, Dudette 
figures glorifying the young 
woman who loves the great out- 
doors and mats on all styles. Let 
us tell you more about this valu- 
able franchise. 


IN STOCK—Always 


The 
CAMPER 


Style 308—Light smoke 614 
inch camp boot, gristle sole 
8/8, gristle heel. 

Sizes: 3144/8 AAA—3/8 AA-A 

—2,/8 B-C 


Write for Dude Ranch Camp Mocs cata- 
log showing complete line in natural 
color. 


THE JUVENILE SHOE CORPORATION 


MISSOURI 
St. Louis Sales Office: Jefferson Hotel 


AURORA 
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WHERE TO BUY 


W omen’s Shoes 
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our 


© KUSH-IN-EZE” © 


Hand-turned house shoes with 
all that any woman desires in a 
a All sizes and 












widths in 
stock. Thirty 
numbers.— 












Noe. 202 

Black Kid 
$2.00 
VAUGHAN-TOWLE CoO. 


WAKEFIELD, MASS. 
© (DIVISION OF L. B. EVANS’ SON CO.) © 































FOR WOMEN 
THE JOHN EBBERTS SHOE CO., 
Buffalo, N. Y. 


Both lines carried in steck. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 






Inc. 
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WHERE TO BUY 
Sandals 
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RICES 









Hard Leather Soles Wood Heels 
HORCO SLIPPERS are made better— 
and sell better—than any other slippers 
on the market in the popular price 
class. 









Samples on Request 


VINCENT HORWITZ cO., | Inc, 
64-76 W. 23rd St. ork City 


WHERE TO BUY 
Shoe Accessories 
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Buy Superior Felt 
or Rubber Meta- 


tarsal Buttons 


leather topped felt heel cushions, 
3 ply leather heel seats, all felt 
heel cushions, grippers, chiropo- 
a , pinch pads, etc., at 














cturers’ prices, from 
CARLTON cusHION ARCH MFG. CO. 
1 West Monroe Street Chicago, 111. 
























Features New Shoe Felt 


New YorkK—tThe Felters Company, 
Inc., Boston and New York, makers of 
felts for many purposes, have an- 
nounced a newly perfected felt for 
shoes under the trade name, Beaufelt. 

W. C. King, president of the com- 
pany, says that Beaufelt has the smart 
mat finish that the present mode de- 
mands; is water resisting, moth repel- 
lant, sunfast and cleanable, is available 
in all fashion-correct colors and will 
not crock In addition, it has the ten- 
sile strength essential in a shoe fabric, 
particularly when fashion calls for cut 
outs and perforations. 

These same qualities have aroused 
the interest of manufacturers in many 
other lines. Hats, handbags, belts, 
scarfs and other costume accessories 
may be matched to shoes of this ma- 
terial to create the ensembles that are 
so smart and offer additional profit to 
the retailer. It is also being used for 
sports apparel and other garments, 
offering still greater ensemble possi- 
bilities. 

L. H. Hansel, general sales manager 
of the Felters Company, says there 
will be a consumer campaign featuring 
smart shoes and costume accessories 
of Beaufelt in leading fashion maga- 
zines. The list and dates of insertion 
of the advertisements will be announced 
as soon as plans are complete. 

The Felters Company is already well 
known to shoe manufacturers to whom 
they distribute other lines through their 
seven sales offices in leading shoe manu- 
facturing centers. 


, 
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White First in Seattle 


SEATTLE, WASH.—White has become 
the sensation of shoe selling in this 
city this early Summer season. “White 
steps definitely into first place favor 
in Summer shoe fashions,” states the 
Fashion Bootery, as it promotes smart, 
new swagger and breezy footwear in 
white. 

Turrell’s prophesies “a white prom- 
enade through the outdoor months,” as 
it points out “there’s no getting along 
without white shoes this season.” This 
Second Avenue store has been featur- 
ing numerous models in white service 
shoes, sports shoes and sandals. 

Harry Perkins on Fifth Avenue has 
found the chalk white leather with 
mesh one of the most important shoe 
styles of the season, while at Penney’s, 
a leading retailer of shoes throughout 
the nation, it has been definitely learned 
from fine response that this is truly a 
remarkable white year. This Second 
Avenue link of the vast shoe retailing 
organization finds white kid a fashion 
leader in Summer footwear for Seat- 
tleites. 

At Davenny & Powell’s offices in the 
Terminal Sales Building, Seattle, sup- 
plying Buster Brown shoes to a vast 
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A NEW LAST FOR FALL 





As military and tailored effects in women’s 
costumes are expected to be highly important 
next Fall, a new last for women’s shoes, with 
a slightly rounder toe and shorter vamp has 
been originated. Above is a suede, six- -eyelet 
oxford made over this new last. The wearing 
of sandals and unlined shoes during Summer 
season also is expected to make necessary a 
little more toe room in Fall shoes 





organization of retail shoe stores of 
the entire section, white has been found 
to be a leader in the early Summer 
selling. 





More Brown Shoes for Men 


New YorK—Men are buying 20 per 
cent more brown shoes this Spring than 
they did during the same correspond- 
ing period of last year, according to 
the records of one Fifth Avenue store, 
Franklin Simon Co. This encouraging 
sign for more pairs, says buyer W. T. 
Thompson, is being reflected in the 
sales, right at the present moment. 

Several other men’s shoe stores in 
the immediate vicinity report increases 
in brown shoe sales, particularly the 
Stetson Shoe Shops, French, Shriner 
& Urner, and the Adler stores. It is 
not felt that the swing to brown shoes 
will in any way affect the sale of sport 
shoes, but will tend to increase the ac- 
ceptance of them. 





Ghillies Good in Baltimore 

BALTIMORE, Mp.—Ghillie oxford-ties 
are becoming very popular in Balti- 
more, Md. Sales in this novel footwear 
are on the upward swing due to the 
fact that virtually all representative 
shoe shops, department stores and spe- 
cialty shops are featuring them. Brown 
is much preferred, though black and 
white are receiving considerable atten- 
tion. The best sellers to date, accord- 
ing to reports from stores, are models 
selling around $5.00, though lower price 
Ghillies are also selling. 
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WHERE TO BUY 


Children’s Footwear 


Tan and 












ADAMS 


12% /8—Misses’ 
2% /8—Women’s 
al $3.1 
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Smoked Elk Moccasins 
Goodyear Welts In Stock 
5/8—Infants’ 
8% /12—Child’s 
$2.25 





Send jor catalog 


BROS. 


PITTSFIELD, N. WU. 
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SMOOTHER INSOLES 
QUALITY AT LOW PRICES 


SHAFT-PIERCE SHOE COMPANY 
Mfrs. ef Acrobat 


FA 


ayYGRO 


WELTS 


“Ny 


FLEXIBILITY 


By 


and Clara Barton Shoes. 
RIBAULT, MINNESOTA 
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(onstruction Features 


Marathon Shoe Co; 








LANE B 


163 NUMBERS IN STOCK 
520 SIZES AND WIDTHS. NEW CATALOG 





SHOE MFG.CO. 


MILWAUKEE,.wWIS. 


NEW ENGLAND STATES DISTRIBUTORS 


ROS. CO., Boston, Mass | 


























» ON THE SELLING END « 


News of the Travelers and Sales Activities 


Opens Office in Marbridge Building 


New YorkK—The Junior Shoe Mfg. 
Co., Branch of the,O’Donnell Shoe Co. 
of St. Paul, Minn., manufacturers of 
ProprBilt and Nimblefoot shoes from 
infants to growing girls, also boys’ 
shoes and a complete line of riding 
boots, have opened a New York office 
at Room 531 in the Marbridge Building. 
An extensive educational and dealers 
co-operative campaign will be con- 
ducted from this office. 

J. F. Bolen and H. Kaswan, of the 
eastern sales division, are in charge 
of the New York office and have issued 
a cordial invitation to their freinds and 
to dealers generally to visit them. 


Timson Gets More Territory 


MILWAUKEE—F red Timson, who has 
represented the Bob Smart Shoe Com- 
pany since its inception, working the 
Florida trade, has recently received ad- 
ditional territory in the States of 
Georgia and South Carolina. 

Mr. Timson has built up an enviable 
reputation as a successful salesman 












and he hopes to be of real help to the 
Georgia and South Carolina trade in 
merchandising of shoes. 

For a time last year, Mr. Timson 
covered 30 States, working with the 
Bob Smart salesmen and passing on to 
them his knowledge of successful 
selling. 

The snapshot shows Mr. Timson at 
his home in Miami. 





Steinfeld Joins Fern Shoe Co. 


New YorK—Max Steinfeld, well 
known salesman for Brooklyn made 
shoes, who for a number of years was 
with J. Albert & Son, and who recently 
has represented Sigman & Cohen, is 
now representative of the Fern Shoe 
Company of Newburyport, Mass., with 
offices in the Marbridge Building, 47 
W. Thirty-fourth Street. 


52: 





“Wally” Weil with Clarendon 











New YorK—Walter S. (Wally) Weil, 
a member of the family which for years 
operated the S. Weil factory before the 
dissolution of that firm, and who re- 
cently has been with Pincus & Tobias, 
Brooklyn, is now representing the Clar- 
endon Shoe Company, Brooklyn, with 
headquarters in the Marbridge Build- 
ing, 47 West Thirty-fourth Street. 
























Open New York Office 


HAVERHILL, MAss.—Gorevitz-McNa- 
mara Shoe Co., Inc., of Haverhill, have 
opened an office in the Marbridge Build- 
ing, Room 548, 1328 Broadway, New 
York, in charge of Percy Fusfeld and 
Joseph Raskin, covering territory in 
New York, New Jersey, Pennsylvania, 
Baltimore, Washington and Virginia. 
They are featuring a new line of Compo 
shoes. 





















Joe Foley with Hoge-Montgomery 


LYNN, Mass.—Joseph E. Foley is 
now calling on the larger trade of the 
country with the line of the Hoge- 
Montgomery Company, women’s shoe 
manufacturers of Frankfort, Kentucky. 
In addition to his job on the sales end, 
he will help style the line. For the last 
eight years Mr. Foley has been with 
Walden & Perry, Inc., of Lynn, Mass. 














Opens New Shoe Department 


NEWARK, OHIO—The King Dry Goods 
Co. has installed a new shoe salon on the 
first floor of its store which will deal in 
the better grades of women’s footwear. 

New fixtures have been installed. 
The department is under the manage- 
ment of J. E. Maginnis, formerly in 
charge of a shoe section in a Cleveland 















department store. 
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Rochester Made Welts 
to Retail at $6.90 


Seems hardly possible but it is so. And put out by an organization 
whose product has long enjoyed a reputation for inherent goodness 


and unusual fitting qualities. 


The W. B. Coon Co. line for Fall will include an extensive and well 
balanced group of shoes to retail at $6.00. This group will consist 
of Goodyear welts in heel heights 12 to 16/8, and will be supple- 
mented by cement process shoes in heel heights ranging from 1614 
to 19/8. 


Living up to the W. B. Coon Co. reputation for soundness, and pos- 
sessing those unusual fitting qualities for which W. B. Coon Co. 


MeNa- shoes are so well known, these shoes should prove outstanding in the 


ll, have 

Build: $6.00 field. 

7, New 

ald and ; A 

ory in Samples will be in the hands of our salesmen June Ist. 


lvania, 
irginia. 
Compo 
In the meantime, the line is open in some centers and we would 


sry appreciate hearing from any concern interested in supplying its 
oo oo clientele with the best possible value at $6.00 retail. 
1 0 e 

Hoge- 
’s shoe 
ntucky. 
les end, 
the last 
mn with 
, Mass. 


eee 


y Goods 37 Canal St., Rochester, N. Y. 


non the 
deal in 


setalled Newest IN STOCK Catalogue Ready. Write for It. 


nanage- 
nerly in 
leveland 
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WHERE TO BUY 


Men’s and Women’s 


Slippers 


- 





wer 





Men’s Hand Turned Slippers 


ROMEOS EVERITS OPERAS 
ALL LEATHERS $2.00 TO $2.50 
GOLDEN BROWN KID—IN STOCK 


ROTH SHOE COMPANY 
MANUFACTURERS 
50 N. FOURTH ST. PHILADELPHIA 











4. QUALITY TURN 
7) D’ORSAYS 


On the Floor, all colors, A 
and C widths. 


Write for catalogue 


FREEBAN THOMZOON 
ou fel COMPANY 
Paul, Minnesota 

























W. §. CHASE & SONS, INO., 
AVERHILL, MASS. 


Men’s Full Leather Lined 
Handturned Slippers 

Priced from $1.75 
Kid Pullman Slippers 
colors and Black with 


Snap Pocket $135 
Zipper Pocket $1.50 


in io 
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WHERE TO BUY 
Dancing Shoes and Taps 








Everlast Toe— 
It Saves and It Sells 


Dester. Send for d : 
. oa on sample  * sane. Tilus- \ 


‘ADVANCE » THEATRICAL SHOE CO. 


Dept. 59 N. State St., Chicago 
; Sas sien’ Hollywood Blvd., " irollywosd, Cal. 








DANCING FOOTWEAR 


Black Kid One-Strap Tap Shoes, Taps Attached. 
All Sizes Spec jal, 1.35 pair 


Black Patent Leather Tap acy One-Stra r 
Ribbon Tie. Taps Attached. pecial, | 78 pair 
Aluminum Tap Plates, Good ali 3 , = 
Large, Medium, Small. au aa . Pairs 


BAUMS, INC. 
114 S. Eleventh St., Philadelphia, Pa. 








TAP SHOES Xen” 
IN STOCK 
No. 9779—Black Kid 
$1.45 
No. 9785—Patent 

Lea 






BROOKS SHOE MFG. 60. 
ey R Sts. 

















» ABOUT PEOPLE 4 





Rainey with Diamond Shoe Company 


MANCHESTER, N. H.—Major Ernest 
A. Rainey, former sales executive of 
the F. M. Hoyt Shoe Company of Man- 
chester, has been appointed special fac- 
tory representative of the Diamond 
Shoe Company of New York City, one 
of the largest shoe concerns in the 
country. 

Mr. Rainey will assist Max House- 
man, general manager, and will par- 
ticularly confine his efforts, at present, 
to the selling end. He assumed his new 
duties on May 16, after devoting a 
week to visiting the Diamond factories 
in Brockton and the New England Shoe 
Company at Manchester, a subsidiary 
of the Diamond Shoe Company. 

Because of his wide experience, which 
included 20 years at the Hoyt com- 
pany, where in the past years he has 
had general supervision of the men’s 
and women’s departments, Mr. Rainey 
was selected as Mr. Houseman’s as- 
sistant. He has had 10 years of fac- 
tory experience and served two years 
as vice-president of the Beacon Shoe 
Company, a chain of retail stores 
owned by the Hoyt Company. Later, 
he was three years manager of the 
women’s department and for the past 
two years director and general sales 
manager of the F. M. Hoyt plant which 
included the sales and merchandising 
of men’s shoes, women’s shoes and rid- 
ing boots. 

Besides his work with the salesmen, 
he has done much direct selling, han- 
dling personally the mail order trade, 
chain stores and department store syn- 
dicates all over the country. 

Major Rainey is a World War vet- 


eran and was a member of Governor ° 


Tobey’s staff. He was also a member 
of the New Hampshire Republican 
Committee. 





O’Malley Opens Brownbilt Store 


AUSTIN, MINN.—Louis O’Malley 
opened recently in Austin O’Malley’s 
Brownbilt Shoe Store. New fixtures, a 
rest room for women and a children’s 
department featuring a raised fitting 
platform, with appropriate animal dec- 
orations to hold the youngsters’ atten- 
tion, are innovations introduced in the 
new store. 

Mr. O’Malley has lived in Austin for 
many years and is well known in his 
community. He is being assisted in the 
store by Mrs. O’Malley and Robert 
Lane. 





W. H. Burkhardt in Louisville 


LOUISVILLE— The appointment of 
William H. Burkhardt, of Nashville, 
Tenn., as manager of the Baker Shoe 
Store in Louisville has been announced. 
Mr. Burkhardt is a native of Louisville, 
where he was manager of the Baker 
store for several years before going to 
Nashville, where he also managed a 
store operated by the same company. 


54 


Haines Bowlers Win Title 


York, Pa.—Surviving 30 weeks of 
hard bowling, the Haines Shoe Wizards, 
representing the York stores of the 
Mahlon N. Haines chain of 50 shoe 
stores, won the Mercantile Bowling 
title in this city. The league closed its 
season during the first week of May, 
with each team playing 90 games. The 
shoe men won 74 of their 90 games to 
top the second place team by a full six 
game lead. There were 16 teams in the 
league. 





OBITUARY 





Mrs. Alvin Caspari 


MILWAUKEE—Death won a race when 
the airplane speeding son and daugh- 
ter of Mrs. Louise Caspari, wife of 
Alvin Caspari, wealthy shoe store 
owner, arrived here too late from the 
Pacific Coast to the bedside of their 
mother, who died May 11. Mrs. Cas- 
pari was 63. 


Charles R. Baxter 


Detroit—Charles R. Baxter, until a 
year ago connected with the R. H. Fyfe 
Company shoe store, died in Detroit 
recently at the age of 85. He was suc- 
cessful shoe designer, salesman, buyer, 
and manager with the Fyfe Company 





lowed a short illness. Mr. Baxter leaves 
his widow, Margaret Ellen Baxter; one 
daughter, Florence A. Baxter, and one 
son, Charles Homer Baxter of Hough- 
ton, Mich. 





Looking Ahead Into Fall Season 
[CONTINUED FROM PAGE 15] 


Oxfords will lead, pumps second, T 
straps third, and tongue pumps fourth. 

There is a strong tendency this sea- 
son for the lower heel for general 
street wear. By lower heel, I mean 14 
to 16/8. The straight type of heel will 
continue in vogue for the coming sea- 
son. For evening, there is little change, 
18 to 21/8 heel being the favored 
heights. 

For evening, the plain sandal is a 
classic. Unlined shoes will continue 
very strong throughout the next season 
in the low-heeled walking types. 

Dyeable fabrics will dominate for 
evening. Pastel colored suedes look 
promising. 

I believe that gold and silver kid 
slippers will be worn more in the style 
picture this season than they have in 
several seasons past, with silver kid 
predominating. 

When possible, bags should match 
shoes, gloves or furs. The soft-shaped 
bag in a variety of sizes is important. 
Santoche leather and silk for daytime 
wear—peau d’ange for evening. 

For short sleeves, six and eight-but- 
ton length gloves. For long sleeve 
costumes, four-button lengths. Suede 





and doeskin materials. 





Boot AND SHOE RECORDER 
combining THz SHOE RETAILER, May 21, 1932 





over a period of 40 years. Death fol-. 
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Fox 


No. 5001—White Linbrook (ultra-fine linen), 
Follies Pump, dyes perfectly, pink kid lin- 
ing, No. 195 last, 19/8 heel, natural mar 
scratch bottom, Pointex heel $3.15 
In Stock—AAAA, 5 to 8; i; 4Y, to 8; 
AA,-4 to 9; A, 34% to 9; B, 244 to 9; C, 
3Y, to 74. 


Gitterman’s White Linbrook supplies the 
demand for a good reliable fabric. Its 
durability, cleansing and dyeing qualities 
make it an exceptional shoe material—one 
you can recommend to your customers with 





Ne 


Gititerman’s White Linbrook 
FEATURED IN PARADISE SHOES 


Linbrook is commonly known in the 
shoe trade as an ultra-fine linen-like 
fabric. It is manufactured by Git- 
terman &€ Company, New York. 


IN STOCK 


BRAVER BROS. SHOE C. . . . . St. Louis, Mo. 


% 


No. 5003—White Linbrook (ultra-fine linen), 
dyes perfectly, green kid lined, woven eye- 
lets, built over our No. 170 last, 17/8 
Boulevard heel 


In Stock—AAA, 4 to 8; AA, 4 to 9; A, 
3Y% to 9; B, 24% to 9. 


safety. Gitterman’s Linbrook absolutely 
makes these Paradise IN-STOCK shoes 
fashion-right. Your orders will be shipped 
the same day received. Wire, ’phone or 
air mail. 


i 








BOOT AND SHOE RECORDER 
TRADE MARK SECTION 


THE LATEST AND MOST 
COMPLETE LISTING OF 
TRADE NAMES OF THE 
SHOE, LEATHER AND ALLIED 
INDUSTRIES PUBLISHED 


PRICE $1.00 


BOOT AND SHOE RECORDER 
239 WEST 39th STREET, N. Y. C. 














-MANCHESTER” 


(Trade Mark Reg. U. 8. Pat. Off.) 


Curved Jaw Nipper 


: WHIT CHER 


The » the right sh t it t tacks 
ese curved jew, enables cutting. clove to, inecle 
t teel, t ine 
pt blak, 7 “Man chester” when ‘eteline. = 
PRICE $4.00 


F. W. WHITOCHER CO. Boston, Mass.—Ohicago, II. 
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oA a GRA erences cena 


WHERE TO BUY 
Ballet Slippers 








IN-STOCK—BLACK KID BAL- 
LET—RIGHT AND LEFT LAST 


Wom. Miss. Childs 
609..$1.15 $1.10 $1.05 
600.. 1.30 1.25 1.20 


Brooks Shoe Mfg.Co. 
Philadelphia 


Swanson and Ritner Sts. 
Los Angeles—1162 So, Hill St. 






IN 
STOCK 








In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.20 pair 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 














i ah eel 


Sport Footwear 


6 Sh Fe ee 





2 eae MOCCASINS 


CLompiete ae of gull mucvasin ox- 
fords at petitively low prices. 
Also fishing, hunting and out- 

ing footwear. Dealers write 
or catalog. 
overal excellent territo- 
-les still open for factory 
1 representatives. 

Ww. Cc. At ay MOCCASIN CO. 

900; Wisconsin Berlin, Wis. 


BASS wacc:sin 
BOOTS 

Camping Wy 
antire é 
Fishing }%é Js 


G.H.BASS & CO. wisoataine 















SPORT SHOE 
Pm outwear rubber sneak- 
= Can resole. Write 
ones of 
p Athi ie Shoes. 
Athlete Shee Co. 
pale y Ne Ay. 





lee le ll i ei ei i i 


Shoe Accessories 


Ah 6 AE EO OP 


WIZARD CORN -PADS 


The improved cushioned, mercuro- 
chrome-treated pads that repeat. 
For soft or hard corns, callouses, 
bunions. Advertised in 14 leading 
magazines. $2.75 per dozen. 


Trimfoot 





Instantly relieves callous pains. Neat, 
easily adjusted. $6.00 doz. Retail $1.00 
per pair. 


Full line Arch Supports and 
Foot Appliances. 


THE WIZARD CO., Locust St., St. Louis 


EVER-READY, the Pad 
That Stops the Pinch 


Insist upon Eyver-Ready felt skived 
vamp bite pads. Cost no more than 
By the ordinary. A quality handy skived 
} pad that insures results. Do not ac- 
cept substitution or imitation. 


Mid. by 


Seushee Shoe Findings Mfg. Co. 


327 West Monroe Street Chicago, Ill. 




























greater comfort due to its higher arch- 
fitting feature. This last also tends ‘to 
give a’ shorter appearance to the foot, 
which is in keeping with the current 
trend. 

This shoe is made.to wear with the 
white or gray flannel sports trousers 
or with the light gray business suits of 
the type you will probably wear this 
summer. 

The usual breaking-in process is elim- 
inated through the use of a flexible in- 
nersole, making the shoe comfortable 
from the start. You will find the upper 
very easy to keep clean, as white calf 
may be kept spotlessly white with a 
minimum amount of effort. 


Men’s Sport Shoe Sales Promotion by 
the Clerk— 


Here’s the typical shoe: White 
buck vamp and quarter. Bourbon 
brown wing tip and heel foxing. 
Small medallion tip, punched vamp, 
quarter and tip. Medium toe cus- 
tom last, a comfortable, yet good 
looking last. Leather heel, 8/8. 


‘| Here’s the Typical Sales-Talk by the 


Clerk— 


This is just the right shade of brown 
for a good contrast. A brand new shoe, 


2 | both in regard to pattern and color com- 


bination built on a well-tested last. The 
brown calf is very easy to keep clean, 
as this shade will not spot easily. The 
color is right in that it harmonizes with 
the browns of this Summer’s suitings 
and coats. 

Note the newness of the pattern, es- 
pecially the shortness of the wing tip. 
This gives the shoe an entirely differ- 
ent appearance that is necessary due to 
the change in clothing styling. 


Girls’ Sport Shoe Sales Promotion by 
the Clerk— 


Here’s the typical shoe: A welt 
moccasin. Natural elk vamp, brown 
elk finish tip and heel foxing. 
Crepe sole. 


Here’s the Typical Sales-Talk by the 
Clerk— 


A most practical shoe for the young 
lady, one that will stand a lot of abuse 
and will look fine. It is a most com- 
fortable, shoe on account of the flexi- 
bility of the sole and the softness of 
the upper. There is nothing in the shoe 
that can possibly hurt the foot, as it is 
unlined. Plenty of toe room, so that 
your daughter will forget she is wear- 
ing shoes. This shoe is a real all-around 
shoe, being good for the city or camp 
wear. 

oe th 


Girls’ Sport Shoe Sales Promotion by 
the Clerk— 

Here’s the typical shoe: A Ghil- 

lie tie, Goodyear welt. White elk 





finish leather, unlined. Crepe sole. 
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Sport Shoe Weather the Country Over 


[CONTINUED FROM PAGE 26] 
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One inch leather heel with a rubber 
toplift. 


Here’s the Basis of a Typical Sales 
Talk by the Clerk— 


A semi-dressy shoe that is not fussed 
up too much. It can be kept for a Sun- 
day shoe and worn with the white or 
light dresses. Later it may be used for 
more common wear and will give good 
service for the leather is such that it 
will not show much scuffing and may be 
easily cleaned. Punched holes in the 
vamp are so small that practically no 
dirt will come in the holes. 





The Price of Restoring Confidence 
[CONTINUED FROM PAGE 22] 


It isn’t easy, but we hope it isn’t im- 
possible. He must_bestir himself in the 
direction of his own abilities. He must 
not lie down and wait for the rest of 
the world to straighten itself so that he 
can again resume normal business. He 
must not bemoan his fate no matter 
how hard a blow he has suffered. He 
must lift himself up into a driving force 
and not continue passive store-keeping. 
Necessity forces action—to survive is 
vital. 

The merchant has just ahead of him 
the month of June. It has been the 
banner selling month of the year, as 
past records show. He has a store, a 
stock of goods and a trade. The dull 
pressure of all the burden of debts may 
surround him in his office, but on the 
selling floor he needs every factor of 
cheerful salesmanship. We wish it were 
possible to issue drivers’ licenses to 
shoe trades during the month of June, 
for no town is so impossible and no 
store so harassed but what it can do a 
job at retail in the month of June. 


“The big shots,” if we might so use 
the term, “are trying their best to con- 
struct a new and steady basis for busi- 
ness.” Their activity may be in the 
major league, but there is a batting 
average at retail which would help the 
scoring in the minor league. Shoes are 
needed. Shoes are being worn. The in- 
dustry has shown its courage and ca- 
pacity. In many ways the shoe indus- 
try has been more fortunate than many 
others, but the game is getting harder 
and the plays are more difficult. 

The little merchant is beginning to 
find that a price-cut below a fair level 
does not add a single customer. Step 
by step, day by day, fighting for order 
in business should bring some improve- 
ment in all businesses. It is a job not 
only for the leaders in finance but for 
every person connected in any way with 
the movements of goods and services— 
for, in the last analysis, it is final sales 
over the counter. or fitting stool that 
make business. Get a driver’s license 
for June. 














— 





GRACEFUL DESIGN 
AND RELIABLE 
CONSTRUCTION 




















The fashionable SILHOUWELT com- 
bines modern graceful design with the 
comfortable and dependable qualities 


of welt construction. 


With SILHOUWELT . . . the most 
exacting details in heel heights and 
extreme narrow shanks are success- 


fully accomplished. 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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TO MANUFACTURERS AND 
WHOLESALERS :— 


RECORDER Subscribers daily ask us where 
to buy certain shoes and many other items 
connected with the operation of their stores. 
Following are some of the inquiries received 
this week. 


Parties interested in supplying these wants 
should address The Inquiry Dept., BOOT & 
SHOE RECORDER, 239 West 39th St., New 

ork, N. Y. 


The RECORDER however will forward all 
letters and catalogs received from manu- 
facturers promptly to the inquirers. Please 
refer to code identifying number. 


N 1004. Pajama sandals. 

N 1005. Women’s sport shoes. 

N 1006. Show cases. 

N 1007. Ballet slippers and tap dancing 
shoes. 

N 1008. Women’s hosiery. 

N 1009. Orthopedic high shoes for boys 
and growing girls. 

N 1010. Souvenirs for children’s shoe de- 
partments. 

N 1011. Stock-keeping systems. 

N 1012. Women’s popular priced sandals 
and beach sandals. 

N 1013. Carton labels. 

N 1014. Women’s novelty shoes to retail 
from $4 to $6. 

N 1015. Show card service. 

N 1016. Souvenir paper umbrellas. 

N 1017. Men’s tan kid high shoes, straight 
last. 

N 1018. Growing girls’ shoes, popular 
priced. 

N 1019. Display fixtures, shoes. 

N 1020. Window trimming materials. 

N 1021. Electrically operated shoe shin- 
ing machine. 

NN 1022. Men’s and women’s popular 
priced riding boots. 

N 1023. Store fronts. 

'N 1024. Handbags to match footwear. 

N 1025. Boys’ leather sole play shoes. 

N 1026. Bathroom mules. 

N 1027. Shoe cabinets. 








For Your Convenience We List the 
Following: 


Arch Appliances 
Advertising Mat Service 
Bath Room Mules 

Beach Sandals 

Boys’ Division, State Grade: 


Dancing shoes 
Skating shoes 
Slippers 


Bookkeeping Systems 
Book on Leather Industry (Free) 
Cash Carrier Systems 
Cash Registers 
Children’s Division, State Grade: 
Barefoot Sandals 
Dancing shoes 
Infants’ moccasins 
Orthopedic 
Soft soles 
Chiropody Schools 
Dye Manufacturers 
Floor Coverings and Plans 
Foot Measuring Devices 
Handbags to Match Footwear 


Hosiery: State Grade 


Women’s 


Labels: 


Carton 
Woven 


Lighting: 


Interior 
Windows 


List of Union Stamp Factories 
Men’s Division, State Grade: 


army shoes 
Cowboy boots 
Field ts 

High cut shoes 
Moccasins 

Safety shoes 

White canvas shoes 
Work shoes 





1028. Clips for price tickets. 
1029. Plans. for remodeling stores. 
1030. Shoe trees. 

1031. Men's barefoot sandals. 


1032. Second hand shoe-fitting mirrors, 
reasonable. 


‘Men’s inexpensive dress and 
work shoes. 


Imitation grass mats. 
Shoe dyes. 
Women’s sandals. 


Women’s novelty shoes to retail 
at $5 and $6. 


 - i eS 


z 


1033. 


1034. 
1035. 
1036. 
1037, 


z22zzZ2& 
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Slippers: 
Dancing 
Dre: 


8s 
Felt 
Leather 
Pullman 
Tap dancing 
Wool 


Active Sports Shoes: 
Aviation 
Basket ball 
Baseball 
Bowling 
Boxin; 
Campin, 
Footbal 
Fishing 
Golf 
Gymnasium 
Hunting 
Riding 
Soccer 
Tennis 
Track 


Rubber Goods 

Resident Buyers 

Riding Boot Accessories 
Store Fronts 


Store Equipment: 
Store seating plans 
Show cases 
Ladders 
Shelving 
Valances 
X-Ray machines 
Foot rests for shine stands 
Fitting stools 
Mirrors 
Stock Cartons 


Shoe Laces 
Signs, Electric 
Stock Keeping Systems 
Souvenirs: 
Books 
Dolls and doll shoes 
General souvenirs 
Shoe Cabinets 
Shoe Dressings and Dyes 
Shoe Ornaments 
Shoe Trees 


Spats 
Trade Mark Directory of Shoes, ete. 
($1.00) 


Vamp Rollers and Stretchers 
Women’s Division: 
Ballet 


Tap 

Russian boots 
Dancing sandals 
Camping boots 

Orthopedic shoes 


Dancing— 


Sport shoes 


Party Slippers 
House Slippers 
Windows: 
Clips for price tickets 
kgrounds 
Display art panels 
Floral decorations 
Reflectors 
Bapay eines, has 
play ures, hos 
Price tickets oadd 
Show card service 
Arch Support Shoe Stands 
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WANTED TO PURCHASE 








POSTER @ DEUTSCH 
436 Grand St., New York City 
Phone Dry Dock 4-0352 
— BUY FOR CASH — 
entire or surplus stocks of 

SHOES—DEPT. STORES 


© Leases assumed Transactions confidential 








- HIGHEST CASH PRICES 
PAID 
for shoe stocks, slow sellers, ete. Short time 
leases taken over. Transastions confidential. 
Est. 1890 
MAX GLAUBERG 
327 Church St. New York City 
Phone: Canal 6-2632 











We will buy from mnnutneperere, 
jobbers, and retailers, entire 
surplus stocks of shoes. Our outlet 
enables us to handle large and 
small quantities. 


KIRSCH-BLACHER CO., INC. 
590 Broadway New York 
Phene CAnal 6-4298 and 4299. 








We will pay the best R a x for 
your surplus or entire stoc f shoes, 


- Call 
All matters strictly confidential. 
I. SIMON CO. 
101 Reade Sty New York City 











V ALANCES 


Modern, inexpensive, 
58c foot and up. 


: Send Glass Sizes for 
Samples and Designs. 


CAMDEN ARTCRAFT Co, 


160 N. Wells Street 
Chicago, II. 


NEW />—F 


MoveERNIZE YOUR 
STORE WITH MODERN 
MODERNISTIC SHOE CARTON 
LABELS -& WRITE FOR 
SAMPLES*NO OBLIGATION 
OVER FIFTY YEARS OF 
DEPENDABLE SERVICE 





OST LESS-® LAST LONGER’ 
EXECUTIVE OFFICES 
259*275 LEXINGTON AVE. 

te BROOKLYN, N.Y. NN 


+= + 























Phone Worth 2-592: Est. 1880 








FOR SALE 


OR SALE—Good paying popular price 
Family Shoe Store with established credit 





Souvenir Mirrors to 
Advertise Your Business 





1000 mirrors, 
$22.50 per M. 
2500 mirrors, 
$20.00 per M. 
5000 or more 
mirrors, $18.50 
per M. 


The Lady on the Other 
Side Is Requested to 
Purchase Her Shoes and 
Hosiery from 

Company’s Name 








The above prices 


Any Street 
include your own 


Any Town 





in best retail section. Good Lease, r 
rent. In order to settle an estate we will sell 
at public auction the entire business on May 
31st. Good opportunity to secure a well estab- 
lished business. For full particulars address 
Post Office Box 1136, Norfolk, vm. 





SPACE TO LEASE 


T° LEASE: Ladies’ Shoe Department in 

old established Ready-To-Wear store in 
Iowa, splendid opportunity, better grade lines 
wanted, percentage basis. Address C-921, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





Actual size 2 2 3 inches advertisement. 


These mirrors come in assorted colors. 


SOUVENIR MIRROR WORKS 
125 West 33rd St., New York, N. Y. 














SHOE CARTON LABEL © 
SPECIALISTS 
TT PRINTERS. DESIGNERS AND ENGRAVERS TB 


THE AMERICAN PRINTING i’ LABEL CO 
314-316 € \2th St CINCINNATI OHIO 


| il 
Wie Now fot Sampes 


- Galalith Ornaments 


No. 97—35c. per pr. 


The mode points to ornaments for 
Summer. See the Bowcraft line and 
be fashion right. 

Send for an assorted dozen! 
Special discount for quantity uses. 


Ornaments of Distinction 


BOWCRAFT COMPANY 


Largest manufacturer for the retail trade 
44 WEST 33rd STREET, NEW YORK 











Reading Repairmen Organize 


READING, Pa.—The shoe repairmen 
of Reading organized at a meeting held 
here at the instance of D. J. Molino. 
Purposes of the organization were out- 
lined. The new group plans to stress 
the advantage of modern methods in 
order to bring about more normal con- 
ditions in the business. 

The organization plans to launch a 
collective advertising campaign in the 
newspapers to keep the public informed 
of the shoe repairman’s service. An 
effort will be made to establish uniform 
prices. 

The following officers were ‘elected: 
President, L. Freedman, 928 Penn 
Street; vice-president, F. Carrozza, 210 
Penn Street; secretary, C. Banks, 916 
Amity Street; treasurer, J. Giacci, 651 
Schuylkill Avenue. 


Shoe Peddlers to Pay License 


MANCHESTER, CONN. — Non-resident 
shoe peddlers will be required to 
pay a license 1 5 a day or $100 a 
year under the terms of an amendment 
to the town by-laws recently voted at a 
town meeting. Licenses are obtainable 
from the chief of police and expire the 
last day of March. A fine of $20 for 
each offense is specified for violations. 
The amendment was voted upon petition 
of a number of local merchants, includ- 
ing shoe retailers, and applies to all 
types of peddlers except those distrib- 
uting foodstuffs and ice. 








Under New Management. 
Features New Low Rate Levels for 
Boardwalk Accommodations. 


PGeBreakers 


ANTIC CITY, NEW JERSEY 
On the Boardwalk 


Luxury and Economy Combined. 
Per Per 
Day $5 Person 
WITH MEALS 


and 
HOT and COLD SEA WATER BATH 


Concert Orchestra 


Cabaret—Dancing—Refreshments 
Each Week-End—-Complimentary to Guests 


Emanuel E. Katz, 
Managing Director 





French Cuisine 























Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, May 21, 1932 

















A BUYING GUIDE TO 
OUR ADVERTIYERS 


IN THIY 


IVS UE 2 























BOOTS AND SHOES 


Adams Bros., Pittsfield, N. H 

Advance Theatrical Shoe Co., Chicago, Ill.. 54 
Athletic Shoe Co., Chicago, Ill 

Bass, G. H., & Co., Wilton, Me 

Baum’s Inc., Philadelphia, Pa 

Blog Shoe Findings Co., New York City... 56 
Brauer Bros. Shoe Co., St. Louis, Mo 

Brooks Shoe Mfg. Co., Philadelphia, Pa. .54, 56 
Chase, W. S., & Sons, Haverhill, Mass 
Coen, Edwin, & Sons, Inc., E. Weymouth, ji 


Coon Co., 
Dun Deer Sandals, Inc., Auburn, N. Y.... 59 
Ebberts, John, Shove Co., Buffalo, N. Y.... 59 
Evans’, L. B., Son Co., Wakefield, Mass... 50 
Fiorsheim Shoe Co., 
Freeman-Thompson Shoe 


The, Chicago, Ill 
Co., St. 


Gilbert Shoe Co., Thiensville, Wis......... 3 


Heel Hugger Shoes, Inc., Auburn, N. Y.... 27 
Herbst Shoe Mfg. Co., Milwaukee, Wis..... 52 
Horwitz Co., Inc., Vincent. New York City. 50 


Juvenile Shoe Corp., Aurora, Mo 


Keith Co., Geo. E., Brockton, Mass........ 45 
Kreider Shoe Co., A. S., Annville, Pa... .38-39 


Marathon Shoe Co., Wausau, Wis.......... 52 
Moulton, Bartley, Inc., Highland, Il 
Musebeck Shoe Co., Danville, Ill 


Natural Bridge Shoemakers, Lynchburg, Va. 43 
Nettleton, A. E., Syracuse, N. Y 


Old Colony Shoe Co., Brockton, Mass 


Packard, M. A., Co., Brockton, Mass 

Pedigo-Lake Shoe Co., St. Louis, Mo. .2nd Cover 

Peters, Branch of Int. Shoe Co., St. Louis, 
Mo. 29 


Queen Quality Shoe Co., St. Louis, Mo 


Richards & Brennan Co., Randolph, Mass.. 
Richland Shoe Co., Nashville, Tenn 

Roth Shoe Oo., Philadelphia, Pa 

Russell Moccasin Co., W. C., Berlin, Wis... 


Shaft-Pierce Shoe Co., Faribault, Minn 
Si-En-Tiffick Shoe Co., Columbus, O 
Smith, J. P., Shoe Co., Inc., Chicago, Ill... 
Stacy-Adams Co., Brockton, Mass 


Vaughan-Towle Co., Wakefield, Mass 





LEATHER AND OTHER MATERIALS 
Allied Kid Co., Boston, Mass 
Evans, John R., & Co., Camden, N. J... .30-31 


Gallun, A. F. & Sons Corp., Milwaukee, 


Wis. 
Goodyear Tire & Rubber Co., Akron, O.... 6-7 


Hamel Leather Co;, L. H., Haverhill, Mass., 
Back Cover 


Co. Trust, 


Northwestern Leather Boston, 
51 


Surpass Leather Co., Philadelphia, Pa 


United States Rubber Co., New York City 
Front Cover 


Young Co., Richard, New York 
Ziegel Eisman Co., Boston 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 


Barbour Welting Co., Brockton, Mass 
Compo Shoe Machinery Corp., New York City 25 


Mears Heel Co., Fred W., Boston, Mass., 
3rd Cover 


United Last Co., Brockton, Mass 


United Shoe Machinery Corp., Boston, 
MS 50-5 49 64 00550764 vibes se cneees 4, 46, 57 


SHOE ACCESSORIES 


Bowcraft Co., New York City 


Carlton Cushion Arch Mfg. Co., Chicago, Ill. 50 
Camarata & Rimini, New York City 


— Shoe Findings Mfg. Co., Chicago, 
56 


SHOE STORE EQUIPMENT 
Aen Label & Printing Co., Cincinnati, 


Camden Artcraft Co., Chicago, IIl 


Souvenir Mirror Works, New York City... 
Shoe Form Co., Auburn, N. Y 


Meyer Co., Inc., Frank C., New York City.. 
Whitcher, Frank W., & Co., Boston, Mass.. 


MISCELLANEOUS 


Berkely-Carteret, Asbury Park, N. J 
Glauberg, Max, New York City 

Hotel Edison, New York City 
Kirsch-Blacher Co., Inc., New York City... 
Poster & Deutsch, New York City 


Shelton Hotel, New York City 
Simon, I., Co., New York City 


The Chase Hotel, St. Louis, Mo 
The Breakers, Atlantic City, N. J 
The Madison, Atlantic City, N. J 


62 


Which Is Fitted—Shoe or Foot? 


[CONTINUED FROM PAGE 34] 


sume a broader meaning than it can 
ever have unless it signifies “conform- 
able to some standard of appropriate- 
ness.” 

Inevitably, if experience may be 
taken as a teacher, balance of the ‘ 
ner works” of a shoe, especially of its 
tread surface, will prove to be the an- 
swer to the problem of foot health as 
it is related to shoes. I have every 
belief that balance in footwear, when it 
is more generally understood and ap- 
plied, will be a rejoinder to the vast 
expression of unbalance in feet, and 
resultingly in foot un-health. 

The significance of this is indicated 
by the fact that there is an enormous 
number of trade names of manufac- 
tured shoes in which the word “arch” 
appears, 327 to be exact, and there are 
only two trade names of which the 
word “balance” is a part. Obviously, 
the one is a highly competitive field in 
which little if any further development 
is to be made. Balanced shoes, how- 
ever, would appear to be fallow ground 
for cultivation, and with comparatively 
little competition at present may be 
synonymous with opportunity for pro- 
duction and extensive distribution. 

Foot unbalance and “ankle shimmy” 
must go, sooner or later. They will go 
precisely as rapidly as balance is still 
better established in shoes. 

It will come as somewhat of a reve- 
lation to many that for every pair of 
shoes made and sold in the United 
States there is an average expense to 
the consumer for the maintenance of 
his foot health of over two per cent of 
their average cost! Obviously, this 
ratio is greatly exceeded by many shoe 
wearers, and correspondingly decreased 
to the vanishing point by others. This 
ratio, however, intends an average for 
every man, woman and child in this 
country. 

When it is realized that three hun- 
dred million pairs of shoes carry this 
enormous outlay of fifteen million dol- 
lars, which is the sum spent in this 
country each year for the professional 
services of chiropodists, then the other 
factor, fitting, assumes even a still 
greater importance that it has at pres- 
ent. 
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